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Use All the DURABILT Products 


Gey F you have used DURADUCT, the first of 
geen the Durabilt family, you know that is a high 

w=” class non-metallic conduit, easy to fish, easy 
to install, and uniform in Quality. You know 
that you can rely on it, day in and day out. 





In the same way, youcan rely on the other Durabilt 
Products, as they are made with the same care, by 
the same workmen, in the same Factory. 


So specify DURACORD for Heavy Duty 
Portable Cord, DURAWIRE for Rubber 
Covered Wire and Flexible Cords, and 
DURAFLEX for armored conductor, in 
addition to DURADUCT for Loom. 


If you have used none of these Quality Products 
you have a treat in store for you. 
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TUBULAR WOVEN FABRIC CO. 


PAWTUCKET, R. I. 
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Editor’s Page 


The Missing Link 

T IS FITTING that the jobber and the 

jobber’s salesman should feel deeply their 
responsibility to their dealer trade. Not al- 
ways, however, are the right means at hand to 
give the dealer much beyond advice and moral 
encouragement. There has been a need for 
something tangible to lay in the dealer’s hands 
with which he can follow through, and, by doing 
certain specific things, add to his net gain in 
dollars and cents. 

THE JOBBER’S SALESMAN has evolved a com- 
prehensive but at the same time a simple plan 
which is going to accomplish just this. De- 
tailed announcement of this dealer service plan 
will be made in the September issue. 

* * * 


The Engineering Slant 


OT long ago we had occasion to talk with a 
man who heads one of the old-time stove 
concerns. They make an electrically heated oven 
somewhat different in principle from the or- 
dinary ones. He was an old-timer—a shrewd 
business man in a number of directions outside 
of the electrical field. The main thing that sticks 
in our mind of that conversation was this state- 
ment. “If you want to do the one thing in your 
paper that will most help your electrical indus- 
try, keep your electrical engineers out of things. 
Harp and harp on that. Your engineers hold 
back your industry more than anything else. If 
anything new comes up, they say it can’t be 
done. They spend days and weeks and years 
trying to prove that it can’t be done.” 
Of course there is no sense in arguing 
this point. We all know what the electrical in- 
dustry owes to its engineers—everything in fact. 
And the engineers keep on piling up our obli- 
gations to them every day. 


But there is one thing to guard against. This 
industry is just coming out of its purely techni- 
cal stage and finds itself plunged at once into a 
tremendously active commercial stage. There is 
still a tendency to take the engineering slant on 
commercial problems, and try to sell from that 
slant all the way down to the ultimate consumer. 
This tendency shows up in much of the consumer 
literature that is produced today. It comes up in 
the form of voluminous investigations intended 
to impress the consumer public with the thor- 
oughness with which everything has been worked 
out to permit the public to “Do it Electrically.” 
Much publicity is given to the fact, for instance, 


that it takes so many watts, for so long a time to 
cook a loaf of bread. That so many kilowatts 
of energy for so many hours a month will be 
sufficient under such and such conditions to cook 
for a family of five. And if the individual lives 
in a locality having such and such a rate the cost 
per month for current will be so many dollars, 
or only two point six times as much as for coal, 
or three point nine four as much as for gas. 

Let us get away from these things whether 
we be a manufacturer, a jobber or a dealer, in- 
sofar as our relations with the public are con- 
cerned. The fine, hair-splitting technical details 
are no longer used by the merchandisers in the 
older lines. Phonographs—not so old as the elec- 
trical industry either—were never sold by the 
millions because people were told of the manner 
in which the sounds were reproduced. Neither 
were the people told that the cost of records 
would be so many dollars per month on the 
average for a family of five, provided four liked 
music and one did not. They were sold because 
the people were led to desire them, and the 
desire was made strong enough by clever selling 
methods so that the people would raise heaven 
and earth to buy. 


* * <* 


Another History 


HERE has just passed across this desk— 

yes and down to the left—a booklet of con- 
siderable size which is another “history” of a 
certain branch of the industry. It started in 
with Alexander Volta, rather than with the 
famous frog leg experiment, and there are the 
usual old-time pictures of devices and things 
built in the infant days of electrical develop- 
ment, not forgetting Edison’s constant poten- 
tial dynamo, which has appeared more times in 
print, probably in the last 20 years than any one 
cut except Edison’s first successful lamp. 

The point is this. The electrical industry has 
got a big job on its hands in the next few years 
to dispose of its wares through channels that 
will hold the profits of the industry within itself. 
Our thought and our effort should be conserved 
to this task. The literature which is planned and 
produced should be made to accomplish some- 
thing. We do not agree with a famous automo- 
bile manufacturer that history is all bunk. But 
we do think that now in these pressing times it 
would be well to let up for awhile on Jablockoff 
and his “electric candle.” 
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Liberty Hot Spot 
Specifications 


Liberty Quality and Value are HEN we first designed Hot Spot we knew we had 


fully represented in The Liberty E > : 
Het Spot. Comsiine these posnts: a winner, but until we offered it to the trade we 


Frame yor F — 7. - eause 

bright col rolle steel, beauti- ° 
fly nickeled ‘and. polished. never even suspected what a whale of an item 
Special deep groove element base . 

of finest porcelain brick compo- it was. 

sition. 5%” in diameter. 


Genuine Nich heati le- F F 
a se 2 pea ie ie Hot Spot sure hit the bull’s-eye. May was a big month 
Ample ventilati t a 

and current insulator between —but June orders were three times as heavy! Thanks 
element base and metal parts. f h ] ° e 

Six feet of heavy heater cord or your help in putting Hot Spot over. 

with — two-piece plug—all 

parts rivetec ra m F 

Two porcelain terminal bushings, The factory 1S behind—naturally. So, to insure the 
strain relief bushings and bracket. re zt 7 " r 
Beautifully Wack Snished detach: best possible deliveries we again ask your cooperation 
not chip or rust. in anticipating your dealer’s needs a month or so in ad- 
All covered by one year guaran- _ & . 
Shee vance. This will steady and speed up production and 
Di s10 be high; t di 

eters OM in. tout “apread. ys help us serve you better. 

nandle 5% in. ong. 


Capacity: 110-120 volts; 550-650 


watts, 

Els cma nt THE LIBERTY GAUGE & INSTRUMENT CO 
vies cartons; ae 2% po e 
each. Shipped 12 and 24 to a case; 


noe Egon Fog lac ELECTRICAL DIVISION 
6545 Carnegie Avenue, Cleveland, Ohio 






RETAIL 
WEST OF $ 420 
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LIBERTY USERS BECOME = APPLIANCE IANCE BOOSTERS 
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The Jobber’s Place in the Sun 


Some Interesting Facts Brought to Light in a Recent Investigation 
of His Business 


OW much does the electrical supply jobber buy 
and sell in a year? How much of a factor is he 


in the merchandising of certain lines of products? 
What is the importance of these individual lines in rela- 
tion to the other lines that the jobber handles? ‘These 
are important questions in the minds of many, particu- 
larly of the manufacturer who is seeking information 
upon the subject of jobber distribution. 
A thorough canvas of this 


hopper, the jobbers’ purchases for 1922 ran well over 
$450,000,000. 

While it is not possible to state with exactness the 
total amount of margin on all of these products, it is 
certain that they reached the consumer at a total figure 
considerably in excess cf half a billion dollars, probably 
closer to $600,000,000. 

The above in itself should be of great encouragement 

to the electrical supply jobber. 





situation has just been com- 


This is a tremendously large 


pleted by Tue Jopper’s business to be done by a class 
SatesMAN for the year of HE electrical jobbing indus- of institutions which some of 
1922. Accurate figures have try has grown to be a very the deluded or  contrary- 
been collected, taking in all Goods are conveyed minded still insist shall be 


large one. 
electrical jobbers of the 
United States and Canada, 
and they have been analyzed 
and the statistics compiled in 
a way to permit these ques- 
to be answered with 
greater accuracy and author- 
ity than has heretofore been 
possible. Figures of this 
nature have been obtained in 
the past relative to certain 
groups in the jobbing indus- 
try, but have never before been 
secured for the industry as a 


tions 


the times. 





through its channels for which 
the public pays in excess of half 
a billion dollars annually. Here- 
with are presented some of the 
interesting highlights of a statis- 
tical study of the entire electrical 
jobbing business. 
here disclosed will surprise even 
the most up-to-date jobber, who 
takes pride in keeping abreast of 


looked upon as parasites hav- 
ing no economic justification. 
In the figures some very in- 
teresting facts were disclosed. 
How many for instance know 
that radio, the infant of all 
; the products in the jobber’s 
Certain facts category, with colic pains and 
growing pains, in its first vear 
jumped into second place. 
Close to $35,000,000 worth of 
equipment pur- 
chased by jobbers in 1922, ex- 
ceeded by only one other prod- 


radio was 








whole. 

Forty-six key products were selected to include the 
bulk of the jobbers’ activities but not taking into con- 
sideration incandescent lamps, reliable statistics for which 
have been compiled from year to year by other authorities 
so that the position of this electrical commodity is very 
well known. 

The first interesting information disclosed by THE 
Jopper’s SaLesMAN analysis is that the jobbers’ 
purchases for 1922, of these 46 commodities, reached 
nearly $350,000,000. Considering the minor products 
and throwing the incandescent lamp business into the 





uct, rubber-covered wire, and 
that by less than a million dollars. Yet there are about 20 
per cent of the electrical jobbers today who are still say- 
ing—‘‘I’ll let the other fellow experiment with radio. It 
does not cut enough of a figure so that I care to bother 
with it.” 

You all know the old gag about the jobber being 
poorly equipped to sell electric washers—that he is no 
lenger a considerable factor in that business. As a matter 
ct fact, washers today hold eighth place in his purchases, 
being exceeded only by rubber covered wire, radio, 
wiring devices, weatherproof wire, conduit, transformers 
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and insulators, and sockets, in the order named. “Yes, 
the jobber has no washing machines today,” some say. 
Yet in 1922 he purchased over $12,000,000 worth. 

Two or three years ago it was generally conceded that 
the electrical jobber was not in a position to do much 































a place well up from the bottom of the list—15 places 
up, in fact. About a million and a half dollars repre- 
sented the jobbers’ purchases of electric dish washers in 
1922. 

Some of the “hard boiled” facts among the “also rans” 


business in lighting fixtures for the home. It was a are these: Electric signs were at the foot of the class. 
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Chart Showing the Relative Values of Products Purchased by the Jobber 


demoralized business and it was true that at that time 
the jobber did not function in the fixture market and 
could not. Due to new blood that has come into the 
fixture industry and to modern merchandising plans that 
have been adopted by some of the fixture manufacturers 
in the last two years, the jobber is now a factor, and it 
is gratifying to find that residence lighting fixtures held 
fifteenth place in his activities in 1922, several points 
higher in the scale than industrial reflectors and units 
ard commercial lighting equipment. 

The electric flatiron is probably more thoroughly sold 
to the public than any of the appliances. In the jobbers’ 
business it held seventeenth place out of 46 leading 
products in 1922. This is not surprising, but another 
_appliance does furnish something of a jolt—the dish- 
washer. The electric dishwashing idea has never been 
sold to the public. Very little headway has been made 
by the manufacturers. Most of these manufacturers will 
say that the jobber is not a factor in any way shape 
or manner. And yet it is found that dishwashers hold 


More soldering paste was purchased than farm lighting 
plants. Vibrators and hair driers (beautifiers) beat out 
violet ray machines (“curifiers’”’) two to one. Tape ran 
two to one better than portable lamps. 

Facts such as these when gathered together into tangi- 
ble form serve a larger purpose than simply to justify 
the existence of the jobber in his own eyes. The jobber 
himself knows that he “performs.” The service that he 
offers, while it may not be 100 per cent perfect, is of 
paramount importance in the electrical industry today. 
The jobber knows this and in the majority of cases he 
is putting really serious study upon the question of 
bettering this service and increasing its scope. At times 
however he is called upon to justify his position in the 
eyes of others, who, either from lack of experience in 
electrical merchandising practice or other reasons are 
against every type of middle man. At such times the 
facts above pointed out, together with the appended 
chart, which is in effect an “indicator card” of his 
activities, will, it is hoped, prove useful. 
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Five Ways in Which the 
Customer Is Always Right 


3. In Trying to Lighten His Purchasing Job 
By JAMES H. COLLINS 


T= other day a man took a pad of paper, a lead 


pencil and a fresh viewpoint, and went window-gaz- 
ing to see what he would see. The viewpoint was 
like a pair of magic spectacles, making every show window 
that he looked at stand out in 
a new light. That is what a 


Most interesting of all, apply it to goods themselves. 
Determine whether they are the self-explanatory things 
that people thoroughly understand, or are novelties and 
devices that require explanation. Then see how many 

blunders are made by mer- 
chants and window dressers, 





fresh viewpoint should do— 
you can have as much fun with 
one, when you get it, as a smal] 
boy who has just been told 
that everything in the world 
is animal, vegetable or mineral. 


Looking into each show win- 
dow, he classed all displays 
under two headings—Selling 
and Information. The Selling 
displays consisted of goods 
with which people are already 
familiar, like a bag of flour or 
a pair of shoes. Such goods, 
with price .marks, told a 
straight Selling story. In- 
formation displays were new 
things, such as an _ electric 
washing machine or a patent 
piston ring. Some windows 
were 100 percent Selling. Oth- 
ers contained a single Infor- 
mation display, and could be 
roughly rated 80 to 90 percent 
Selling and 10 to 20 percent 
Information. The hundred per- 
cent Information window was 
mighty searce—in fact, he 
found only one such window that contained only a single 
display. The average ran about 85 percent Selling and 
15 percent Information. 








4 al i 7 . . 
rhe man who made this window survey is a merchan- 


dising specialist, and had a motive. For he is marketing 
a new commodity that has to be explained to people be- 
fore they realize that it is something they want. He 
started out to see how merchants displayed his own 
article, and found that not one in 20 tried to show it in 
an explanatory way. Most of them seem to think people 
would want it when they saw it. Studying all sorts of 


displays from this standpoint, he found the explanatory 
kind so scarce that a special display was designed for 
his own goods, something that merchants could put to- 
gether with little trouble, and which would tell the story. 

This way of looking at merchandise can be carried 
right into any store and applied to goods shown on coun- 
ters and shelves. 


It can also be applied to advertising. 





James H. Collins 


displaying Information goods 
without trying to show what 
they are for! 


The work of purchasing for 
one’s self or a family is a real 
job. It takes time, investiga- 
tion, comparison, study. Be- 
sides the countless everyday 
things to be bought, like food 
and clothing, there are new 
conveniences constantly being 
invented, anything from a safe- 
ty razor that shaves by a new 
principle up to a standardized 
family motor boat. Some of 
these things are for us, and 
some for other people. When 
we build a house, a whole 
catalog of materials must be 
investigated, and the right ones 
chosen. 

People are always trying to 
lighten this burden of buying. 
They shop around until they 
find the merchant whose staple 
things are good value, and 
whose sales force or service 
enables them to buy with the 
least trouble. They investigate new things until they 
learn about them, and then select a brand or a make 
which they adopt, and are often most loyal to. 

Show windows, counter displays, demonstrations, ad- 
vertising and sales arguments are commonly supposed to 
sell goods, and that alone. Actually, they should lighten 
the consumer’s burden of buying as well, by giving in- 
formation. Clear, vivid information about the brand— 
new and technical things that people want to study be- 
fore they buy, as well as technical information about new 
merchandise in staple lines. There was nothing much 
that anybody could say about a cake of yeast except that 
it was fresh, as long as people used yeast solely for bak- 
ing—it was about as staple as a common building brick. 
But when somebody discovered that yeast could be eaten, 
furnishing a needed element of diet, there was something 
new to say about yeast in window and counter displays, 
demonstration .and advertising. 
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In these days of research and invention, staple commod- 
ities may be put into the Information class overnight, 
and need new displays and selling methods. The quicker 
Information methods are applied to them, the quicker they 
are sold, and the more. It took 10 years to do the Infor- 
mation job for the typewriter back in the 80’s, creating 
a market for it. Far more complicated and original 
devices are marketed in as many weeks nowdays, because 
we understand the Information needs better. 

The customer looks into windows and comes in the 
store as much to learn as to buy. The modern store 
should be an exposition, and shopping in the nature of 
sight-seeing. The more information about goods that 
is spread around, the greater interest a retail establish- 
ment has for the public, and the greater its volume of 
automatic sales| constantly rolling up. People often 
hesitate to ask questions about merchandise. Besides the 
feeling that they thereby obligate themselves to buy, it 
takes time to ask and answer questions, and sales people 
are busy serving customers who have made up their minds. 
Only one person’s questions can be answered at a time, 


but when Information is spread about freely so that 
so that it is possible for people to get it simply by look- 
ing, 10 or 20 persons can ‘have their questions answered 
simultaneously. 

How definitely people have in mind this purpose of 
lightening their work in personal and family buying is 
shown by their disregard of well-meant advice given them 
by economists. These gentlemen have pointed out to the 
public the cost of such service as telephone orders and 
deliveries, and told that things would be cheaper if they 
went to market themselves, and carried purchases home. 
But people go right on telephoning their orders and using 
the delivery boy, for they have found the hole in the 
economist’s argument. The economists forget to figure 
peeple’s time and energy as worth anything but the people 
know that they have value, and that the telephone and 
delivery boy are really cheaper if the human costs are 
figured in as well as money. They have this so firmly in 
mind as one of the conditions of modern living that every 
intelligent effort of the retailer toward lightening the 
buying burden is welcomed. 
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One of the most far-reaching conceptions of modern times is 
shown on this map, prepared by Frank G. Baum, hydro-electric 
engineer, which discloses a plan for a single electric super- 
power system to cover practically all of the United States and 
Canada. The plan in its entirety was laid before the National 
Electric Light Association at the June meeting in New York. 

The plan is now declared by engineers to be technically possi- 
ble through the use of 220,000 volts for transmitting power over 
the main trunk lines indicated. It is laid out with reference 
to water powers, coal fields, existing high-tension transmission 
lines, principal centers of power consumption and _ trans- 
continental railways. 

General Guy E. Tripp, chairman of the Westinghouse 
company, an advocate of this plan, has stated: “The chief 





reason for the existence of a single electric system is that it 
will make available to the entire nation our resources of water 
power and coal. This system will provide North America with 
the maximum amount of power at the lowest cost, distribute it 
to the largest number of people, and conserve our fuel resources 
in the most effective manner. The single system is not only 
practical and desirable, but, in my opinion, essential to Ameri- 
can progress.” 

At the present rate of linking up power generating and dis- 
tribution systems and with the growing need for conservation of 
our power resources, a systematic plan of this general nature 
is sure to be worked out within the next few years. With it 
will grow an electrical market which will make the present 
one seem insignificant. 
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Brand Promotion or Business 
Promotion 


Organization of a Sales Promotion Department Considered—Jobber 
Has His Choice of Two Ways in Which to Do It 


By HOWARD EHRLICH 


manufacturer, the jobber and the retail trade on 
the subject of sales promotion. The end sought 
is an increased volume of sales with increased profits— 
which is what all are in business for. But while all have 
a common aim, it must be recognized that there is an 
unhappy lack of unity as to the way to do it. 
It is necessary, first, to get 
at the manufacturer’s reason 


[ae is no divergence of interests between the 


to week and therefore should have his own sales promo- 
tion department to fit various manufacturers’ individual 
plans, or ready-made campaigns to his own. 

Let us take newspaper advertising as an example. We 
find jobbers who insert a dozen different series of manu- 
facturers’ advertisements within the year—all differing 
in style, treatment and policy, which practically obliterate 
individuality. Thus these job- 
bers become, in the public eye, 





for his advertising and sales 
promotion activities. 

His first and obvious purpose 
is to sell his product to the 
ultimate user and satisfy the 
man who pays for it. A sec- 
ond purpose is to sell the prod- 
uct to the trade, both whole- 
saler and retailer because of its 
profit making possibilities. A 
third purpose is to convince not 
only the wholesalers and re- 
tailers, but his own salesmen 
also, that’ the promotion pro- 
gram will prove an effective 
business stimulation in which 
all parties will benefit. 

Experience has shown that 


your 





F you organize your own sales 

promotion work, then you are 
promoting your own business, 
and the brands you handle are 
properly secondary. 
adopt the bumble puppy policy 
and go galloping about among 
the ready-made programs of 
manufacturers, 
even taking the trouble to fit 
those campaigns into your local 
situation, then you are pro- 
moting the brands you carry and 
your own business is. secondary. 


mere selling agents for a suc- 
cession of manufacturers in- 
stead of purchasing agents for 
their trade—and that, from a 
jobbing standpoint, is a step 


backward. 
If you Note that I say, “in the pub- 
lic eye.” It is obviously an 


advantage for both wholesale 
and retail distributors to have 
strong manufacturing connec- 
tions and restrict their stocks 
to lines of outstanding merit 
which are known to their cus- 
tomers. Having selected their 
lines and made their connec- 
tions, it might be said that such 
‘distributors are in fact the 


without 








advertising alone is inefficient; 

there must be an active tie-in 

between the printed announcement and more or less sales 
effort in behalf of the merchandise in the dealer’s store. 
This problem of tie-in is made difficult and perplexing 
because so much of the tie-in matter offered consists of 
material which designates the dealer as the servant of 
the manufacturer, whereas the attitude of many retail 
merchants who are desirable outlets for merchandise, is 
towards independence. The independent merchant oper- 
ates by virtue of his ability to render service, and he 
does not relish “dealer help” advertising which merely 
gives the impression that he is the manufacturers’ selling 
outlet instead of being the customers purchasing agent. 

In this attitude the retailer is right—whether we like 
it or not. 

In his own advertising and sales promotion, the jobber 
is in a similar position. The stronger the jobber is in 
his local relations with the trade, building interests, con- 
tracting interests, industrial interests, and banking inter- 
ests of his own community, the better he will serve as a 
distributor. He cannot afford to jeopardize this status; 
hence he cannot alter his policies and methods from week 


servants of the manufacturers 

rather than servants of their 
customers. But only in the sense that a publisher is 
the servant of his advertisers instead of the servant of 
his readers. You all know that when a_ publication 
truckles to its advertisers its day is about done; you also 
know that publishers strive valiantly to merit and win 
the good-will and space contracts of the manufacturers. 
There is nothing against our doing everything within 
our ethics for our advertisers so long as we faithfully 
serve our readers; and similarly, there is nothing in a 
jobber’s giving whole-souled service to his manufacturers 
at the same time that he faithfully serves his trade. 

But when we come to the problems of sales promotion, 
the jobber is judged not by his own ethics but by out- 
ward appearances. If he advertises, “The Heaven-born 
Hot Water Heater, for sale by John Jones,” he is simply 
the sales outlet for the heater manufacturer. If he ad- 
vertises, “John Jones, the Atlas of the electrical universe, 
recommends the Heaven-born Hot Water Heater,” he is 
the purchasing authority for the community. The facts in 
both instances may be the same but the effect is very wide- 
ly different. And sales promotion is a problem in effects. 
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Most of the “for-sale-by” style of advertising is due 
to the fact that jobbers have not themselves realized how 
simple it is to organize their own sales promotion activi- 
ties, hence have not done so, and hence must take and 
use the ready-made co-operation of the manufacturers 
only in a half-hearted way and without equipping them- 
selves to really cash in on it. 

This is unnecessary—to put a tactful word to it. It 
is just as easy for a jobber to plan, build and run a sales 
promotion program as it is for a manufacturer to do so. 
By taking advantage of the helps offered by the manu- 
facturers it can be done at a cost within the limits of 
reason and it will surely result in profit. Moreover, this 
profit will be cumulative, each step in the program being 
as a brick in a building—a part of a permanent structure 
provided it is placed and bound in according to plan. 
Furthermore, it is our set belief that a jobber sales promo- 
tion program which includes co-operation with the retail 
trade is just as essential a part of jobber service as safe 
packing or prompt shipping. 

Two things have set up resistance in jobbing organiza- 
tions with respect to sales promotion. One is the fact 
that the so-called merchandising experts -have surrounded 
their activities with much. mystery and guarded them 
with a battalion of bogey-men; the other difficulty has 
been that certain individual manufacturers (generally 
the smaller fellows whose vision has not grown) have 
over-played their sales promotion. programs by attempt- 
ing to “hog it.” That is to say, in an effort to make their 
individual programs and merchandise appear important 
to you jobbers they have set it up as the most important 
thing in the jobber’s whole business. These two things 
have resulted in the jebber’s approaching sales promo- 
tion problems timidly, and in his making his programs 
unbalanced, against both of which faults we must 





































guard with all the shrewdness we possess. 

As jobbers, you will find that most of the manufaci 
urers will gladly meet the requirements of your business 
building program—provided you have a program. The: 
honestly. want to help you. The trouble is that you 
generally have only the haziest notions of what you wan 
to do, ought to do, and can do, and consequently muc!) 
of the value of the elaborate and comprehensive marke! 
surveys and sales promotion work of the manufacturers 
is dissipated. 

Perhaps the whole problem can be summed up this 
way: If you organize your own sales promotion work, 
then you are promoting your own business, and the brands 
you handle are properly secondary. If you adopt the 
bumble-puppy policy and go galloping about among the 
ready-made programs of your manufacturers without even 
taking the trouble to fit those campaigns into your local 
situation, then you are promoting the brands you carry 
and your own business is secondary. Take your choice. 

But in taking the choice, please appreciate that mer- 
chandising brains are a commodity which can be bought 
exactly as are the brains that run your purchasing, stock 
handling, accountancy, sales and other vital departments. 
If you haven’t them in the organization, hire them. And 
after they’re hited, see that they work with your manu- 
facturers, not for your manufacturers or against your 
manufacturers. 

There is no greater need in our industry right now 
than sales promotion in which manufacturer, retailer and 
jobber work efficiently together to increase a well- 
rounded electrical business. Most manufacturers are try- 
ing to do their parts, electrical jobbers can well afford 
to:' do . theirs. (Editorial Note:—Address delivered 
at the Hot Springs meeting of the Westinghouse agent 
jobbers. ) 
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Smart Sayings y BySIM SMART 


1. Pep is all right, but if you have too much of it people 
will shake you. 


2. Only a hen has a right to lay down on the job. 


3. If you want to make headway in life you must make 
your head your headquarters. 


Murder will out, even when the victim is time. 


What the boss doesn’t know won’t hurt him, but it will 
hurt you. 


6. If you don’t bother your conscience, your conscience 
won’t bother you. 


7. A ball player in the Big League is worth two in the 
bush. 

8. Bury the hatchet, but don’t bury the victim along 
with it. 

9. The world owes every man a living, but unfortunately 
the world has failed to put up any security. 


10. There is no tonic for a person that is bald inside - 
his head. 

1l. It’s easy to make both ends meet when you burn the 
candle at both ends. 

12. No person ever graduates from the School of Experience. 

13. The Early Bird catches the worm, and the late bird 
catches the hookworm. 

14. If you pride yourself-on being a descendant from Early 

,, Settlers you had better pay your bills on time. .. 

Often, a stiff-necked fellow is also a rubber-neck. 
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Window Trims That Create Sales 


Jobber Salesmen Are Expected to Understand the Art—Examples 
of Effective Window Trimming That Has 
Been Done by Salesmen 


sided jobber salesman is expected to have is win- 
dow trimming. One of the four essentials for the 
suecess Of his dealer customer is effective and constant 
use of the window. If the dealer is lax in this respect 
the. jobber salesman’s first duty is to train him and gen- 
erally by actual demonstration. 
Window-trimming is an art. Some take to it readily. 
Others no doubt side-step the job, feeling that they do not 
lave the necessary artistic sense. To the latter it may 
be said that although few are qualified to get into a win- 
dow in Marshall Field’s and do a job that would pass, 
there are numberless cases of neglected dealer windows 
that they could materially improve, even without the aid 
of previous experience. Upon trial, many will find that 
they have latent creative powers in this line that they 
never knew they possessed. 
This is not going to be a treatise on window trimming, 
but rather the presentation of a few examples of trims 
that have actually been made by jobber salesmen. There 


A MONG numerous accomplishments that the many- 


are of course a few elementary rules to bear in mind— 
display one line only if possible and not too many items; 
avoid straight lines and checker-board effects; show the 
article in operation if possible, or suggest the use; use 
colors where possible; show the products in their natural 





surroundings if practicable; fit the general color scheme 
and treatment to the season of your product if it is sea- 
sonable; price the article wherever practicable; make the 
display educational as well as interesting, by showing the 
public how to use-electrical things and why; use lots of 
light. 

Take for example the store of M. E. Ryan, in Red- 
wood City, Calif. J. M. Haydon, salesman for the Pa- 
cific States Electric Co. of San Francisco was responsible 
for this excellent window trim. It is unfortunate that 
there are so many reflections in the background of the 
photograph that it does not really do the window justice. 
In this particular case, the rays shown in the radio trim 
were illuminated with red lights, the overhead lighting 
was all green and the velour used was green, with a rim 
cf orange in the front of the window. ‘This gave a really 
remarkable effect and stopped 90 percent of the pass- 
ersby. 

Another radio window is that of Hugh A. Wilson, a live 
electrical -dealer in the University district of Seattle, 
Wash. . 

“Open house night” in the district is an occasion when 
all merchants open their stores in the evening to visitors 
and encourage the public to visit their places of business 
by furnishing music, giving prizes, etc. The idea, of 














Window Display in the Store of M’E- Ryan, Redwood 


its, Calif. 
‘Pacific States Electric Co., San Francisco. 





Designed and installed by 


tt. 


J. M. Haydon, salesman Of the 
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course, is to acquaint the public with their lines of mer- 
chandise and encourage purchasing from the merchants in 
the district. 

L. J. Smelser and V. D. Harrison of the Pacific States 
Electric Co., took advantage of the occasion to decorate 
one of Mr. Wilson’s windows, featuring radio equipment 
and keeping in mind that a window with some moving 
object therein would attract attention. 

The background of the window was made up of a Radio 
Corp. of America window trim, two side panels of which 
contained interesting facts concerning xadio of today. 
The center panel was a 
picture of radio in use 
and in the background 
of the picture a broad- 
casting Sur- 
rounding the aerial the 
panel is punched with a 
fork lightning desig». 
At the back of the cen- 
ter panel a fan was in- 
stalled with a spiral cir- 
cle design attached to 
the fan blades. When 
the fan was in opera- 


aerial. 


tion this gave the effect 
of the waves leaving the 
aerial and going into 
the atmosphere. A 





Mazda lamp with a 
flasher in series was so 


arranged behind the 

panel as to lighten and darken the revolving spiral. The 
center of the window contained Radiola No. 5, and in 
the front was an assortment of broadcasting and receiving 
“Radiotron” tubes. 

On each side of the window was the famous Pacific 
States Electric Co’s. “Check Seal” serving as a guide post 
tu the public that this particular business house was a 
qualified electrical contractor-dealer from whom the pub- 
lic could expect to receive “good workmanship and 
standard materials at fair prices.” 
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Radio Window, Hugh A. Wilson, Contractor-dealer, Seattle, 
Wash. Arranged by L. J. Smelser and V. D. Harrison, sales- 
men for the Pacific States Electric Co., Seattle, Wash. 


Window D-~ L---e of the McGraw Co., Sioux City, Ia. 
Simplicity and elegance combined. 


Music in the store was furnished by a Radio Corp. 
Radiola No. 4 receiving set and the public was sold on the 
idea of better radio apparatus. 

Demonstrators were on hand to show the advantage of 
electrical appliances, such as washing machines, electric 
ironers, vacuum cleaners, cream whippers and table ap- 
pliances. The evening turned out to be a very enjoy- 
able one for the public and very profitable for the deale-. 

In Minneapolis, Minn., Miss M. K. Grant of the North- 
land Electric Supply Co., is one of the few women in a 
jobbing hcuse to have actual charge of sales promotion in 

motors and appliances. 
She became interested in 
things electrical while in 
High School and _suc- 
ceeded through a real 
fondness for motors. 
While. window displays 
are only a side line with 
her, she succeeded in 
getting twelfth prize out 
of 39 awarded by George 
Richards & Co., with the 
. one shown in the pic- 
ture. While there 
quite a number of appli- 
ances and devices shown 
in this single window, 
apparently it was used 
around the holiday time 
and these are gift sug- 
gestions. Note, for in- 
stance, the prominent display made of the twin plug, 
suggesting its use and promoting the outlet idea at the 
same time. 

Surprising though it may seem, there are people in 
this world and lots of them, who do not know that 
there is such a thing as a twin plug. They only need to 
have it impressed upon them to bring to mind many uscs 
that they have for such a device. 

This brings up a point to keep in mind in window dis- 
Because a device or (Turn to Page 56) 


are 





play work. 





Miss M. K. Grant of the Northland Electric Co., Minneap- 
olis, Minn., took one of the prizes awarded by George Rich- 
ards & Co., with this effective display. 
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Making Sales Off the Beaten Path 


The Electrical Buyer Not Always the One to Appreciate 
the Need for Your Products 


him drink.” If one had the mind of a horse it 

would be very easy to find out why the horse acts 
that way. Likewise with some manufacturers. They 
say: “Why does the jobber salesman not sell more of 
mv stuff? I show him where there is business on every 
side of him and under his nose, and yet he passes it up.” 
If they could have the point of view of the jobber sales- 
man perhaps they could find 


extenuating circumstances. 


“ OU can lead a horse to water but you can’t make 


ing machines. Again the call netted me nothing, as far 
as the sale of flux was concerned, but the jobber’s sales- 
man sold the chief electrician one pair of rubber gloves. 
“From there we proceeded to a manufacturer of fuses, 
and as the electrical buyer was out, neither of us made 
a sale. 
“Next came an automobile manufacturer. After we 
had sold this manufacturer a 10-lb. can of paste, to be 
used in his electrical depart- 
ment, and discussed a contract 





But pass those by. Every job- for lamps, I decided there 
ber salesman is thirsty for . ae ; was no need of making 
business and he will gladly [MAGINATION is a faculty any further calls to report 


take tips from‘ anybody as to 
how to get it. 

Mr. E. V. Halligan, who is 
general manager of one of the 
large companies making sol- 
dering flux has written some 
hard-boiled facts to the Jos- 
BER’s SALESMAN. They are 
printed here because they 





that most salesmen 
But it must be kept on the job. 
If it takes a vacation you lose 
business, because it is not lead- 
ing you outside of the trodden 
paths into virgin fields where 
opportunities exist. 


possess. why more soldering flux was 
The report, 
however, was not made until 
the following day, at which 
time I had had an opportunity 
of making these calls over 
again, to solicit business from 
cther departments, 


“The first call that I made 


not being sold. 








bring out a point, and that is 
that no salesman can let his 
imagination go on a vacation for an hour even and not 
lose business as a consequence. ‘There is business every- 
where and not always with the electrical buyer. Every- 
one ought to ask himself every time he makes a call if 
there is not a possibility that some one else around the 
place would be interested in some one of the numerous 
products he has to offer. 

Lets hear what Mr. Halligan says: 

* * * 

“One of the leading jobbers in the Middle West, in- 
vited me to make calls on the trade with his salesmen, 
and report to him why they were not able to sell more 
soldering flux. 

“Our first call was on a large can plant. The jobber’s 
selesman introduced me to the buyer of*electrical sup- 
plies, and after I had made my sales talk we took an 
order, but it only amounted to $1.80, one dozen 2 oz. 
cans, to be used for the repair shop. He then proceeded 
to sell his other lines. On leaving, the net amount of 
the sales we were able to make was for the dozen boxes of 
paste, as mentioned above, and one 9-in. electric fan. 

“Our next call was on one of the large moving picture 
houses. Again introducing me, he proceeded to talk on 
general supplies. This call did not net either one of us 
anything as far as an order was concerned, but the buyer 
remarked that a soldering kit would be very handy for his 
janitor, 

“We proceeded then to call on a hardware dealer, who 
bought a case of soldering paste (containing three doz- 
en) for his counter trade, and a few small purchases »f. 
other hardware supplies of which he was in need. 

“The fourth call was on a large manufacturer of wash- 





was on the can manufacturer, 

who so graciously had favored 
us with an order for $1.80 the day previous. Upon my ap- 
proaching him, he laughingly told me that the soldering 
flux had not yet been delivered, and therefore he could not 
possibly be in the market for a further supply. At this 
point, I inquired of him what kind of flux he was using in 
the process of manufacturing his tin cans. He immediately 
advised—‘muriatic acid. Buying it by the carload lots.’ 

“After demonstrating the soldering salts that I repre- 
sented to the superintendent of the factory, proving to 
him that it would not only make as strong a joint as 
muriatic acid, but it would prevent corrosion, was free 
from disagreeable fumes while under heat and it could 
not burn the operators’ hands or clothing, he readily con- 
sented to give me a trial order, which consisted of one bar- 
rel containing 50 lbs., which netted me a sale of $150.00. 

“IT did not call again on the moving picture house, but 
I did call on the hardware dealer, and I was successful in 
selling him a 5-lb. can for his own use, as he had quite 
a large tin department and did considerable soldering. 

“Then came the washing machine manufacturer. I 
knew that he made a metal tub which required consider- 
able soldering. I was fortunate here again in showing 
the manager of this concern that our salts would replace 
muriatic acid, which they were using, and I secured an 
order for 50 lbs. before leaving. 

“The next call was on the manufacturer of fuses. 
Here I had a ‘cinch’. I found that they were constantly 
having trouble with their fuses open-circuiting, due en- 
tirely to corrosion; they were using acid. The produc- 
tion manager welcomed me with open arms and gladly 
gave me a trial order for a 10-lb. can of paste. 

“The next call was on the auto- (Turn to Page 60) 
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Thought Stimulators, 5) vavin crson 


LL argument and theory to the contrary, this is the 
way a business grows: 

A customer buys a small bill of goods. His order is 
well handled, the goods are delivered on time and are of 
the quality specified. Next time he buys more, and as 
his business grows his orders increase. 

Eventually, the small initial order grows into a big 
monthly order. 

All the scheming of salesmen and advertising men will 
not build up and successfully maintain a business unless 
the product is right. 

Andrew Carnegie, in his great “Autobiography,” puts 
it this way: “I have never known a concern to make a 
decided success that did not do good, honest work, and 
even in these days of the fiercest competition, when every- 
thing would seem to be a matter of price, there lies still 
at the root of great business success the very much more 
important factor of quality. The effect of attention to 
quality upon every man in the service, from the president 
of the concern down to the humblest laborer, cannot be 
overestimated.” 

From the day he organized his first company—to build 
iron bridges—Carnegie pounded away on the quality idea. 
He would turn out nothing but the best work that could 
be done. He welcomed a job that others could not do. 

Soon he reached the point where the buyers of iron 
bridges were afraid to give big jobs to any company other 
than Carnegie’s. 

It was so with steel rails, too. Carnegie would roll 
only the best rails, regardless of price. When he cut his 
prices, he did it not by cheapening his product but by 
improving his methods. 

Carnegie was one of the great business men of all time. 

He had the ability to project his personality into every- 
thing he touched. After his various enterprises were in 
operation he moved to New York to take care of the 











No profession has more excuses 
than salesmanship. 
~ * * * 
Some chronic kickers started the 
habit on the day they were born. your belt. 
* * # * 
A salesman gets an order from the 
house, to get an order from a customer. 
He gets two orders—and the house 


gets one. Fair enough! book men! 








There is room at the top, but no 
elevator will take you up there. 


If business is slack with you, tighten 


* * 

A great man has said: “The pen is 
the lever that moves the world.” 
what moves the pen? Ask the order- 


finances and sales, but his wonderful appreciation of the 
product is apparent in his statement that “clean, fine 
workshops and tools, well-kept yards and surroundings 
are of much greater importance than is usually supposed.” 

After all, business is just the personification of the 
individual. 

Exactly the same qualities which bring a man to success 
will bring a business to success—if the individual has the 
ability to express himself through others. 

To return to Mr. Carnegie again, he mentions that a 
group of bankers once visited one of his “works,” and as 
the party was leaving a member remarked, “Evidently 
somebody belongs to this plant.” 

Which was, of course, a recognition that some man took 
pride in having things done right. 

Before I leave this wonderful Scotchman, let me quote 
one more paragraph, which has an important bearing on 
the general subject of the successful conduct of business. 
Says Andrew Carnegie: 

“A great business is seldom if ever built up, except on 
lines of the strictest integrity. A reputation for ‘cute- 
ness’ and sharp dealing is fatal in great affairs. Not the 
letter of the law, but the spirit, must be the rule. The 
standard of commercial morality is now very high. A 
mistake made by any one in favor of the firm is corrected 
as promptly as if the error were in favor of the other 
party. It is essential to permanent success that a house 
should obtain a reputation for being governed by what is 
fair rather than what is merely legal. A rule which we 
adopted and adhered to has given greater return than 
one would believe possible, namely, always give the other 
party the benefit of the doubt.” 

* * 

Good morals are simply living in harmony with con- 
structive laws. 

Business is service. 











It’s all right to be sluggish in the 


manner of Babe Ruth. 
* o.4 * 


Give the rooster credit—he doesn’t 


require an alarm clock to wake him. 
* * * 


Success will be yours if you do your 
job with the same efficiency that your 
mother used to sew on a button on 
your short trousers. 


But 
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Market for Electrical Supplies 


Compiled Monthly From Reports Made to THE JOBBER’S SALESMAN, by | 
Jobbers, on Market and Price Conditions for 21 Key Products | | 












































































































































EASTERN STATES* CENTRAL STATES* WESTERN STATES* 
MARKET PRICES MARKET PRICES MARKET PRICES 
June 15 to General June 15 to General June 15 to General 
COMMODITY July 15 Trend July 15 Trend July 15 Trend 
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_ _ *Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western States 
pe all between the Pacific Coast and the eastern boundaries of N. Dakota, 8. Dakota, Nebraska, Kansas, Oldehoma and Texas; Central States 
oetween. : : 
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HERE is another side to this “message to 

Garcia.” The reader will remember that 

a certain man named Rowan was commis- 
sioned to deliver a message from the United 
States authorities to Gar- 
cia who was somewhere 
in Cuba. It was consid- 
ered practically impos- 
sible to reach Garcia. 
Rowan, however, did it. 

This exploit has been 
heralded as being a great 
achievement in efficiency. 
And it was just that. 

Bert Moses in_ the 
Atchison Globe, how- 
ever, points out that one 
important reason why 
Rowan did the trick was 
that he was not interfered 
with. 

“The paper was hand- 
ed him,” says Moses, 
“without any  red-tape 
nonsense and he did the 
rest himself. The cry 
that goes up from many 
establishments for men 
who can do big things 
and strike blows that 
leave big dents is often 
the cry of bosses who don’t know how to boss. 
I tell you no art is finer than the art of develop- 
ing men, and if you say there are few Rowans, 
I answer there are few men big enough to give 
Rowan a job to do and then let him do it in his 
own way. In the average establishment the 
owner is an egotist with his cosmos unduly dis- 
tended because of his success. He puts a man 
in charge of a department without giving him 
any real authority. Everybody in the place 
knows the man is not the real head, and he is 
the constant object of jokes and cheap side- 
talks among the ‘push.’ He is hedged and tied 
fast by rules and nine times out of ten, if he has 
an idea, he is afraid to present it for fear the 
‘old man’ will call him down for butting in. 
Quite often he is subiect to the petty tvranv 
of a son, brother, nephew or other relative of 


The Message to Garcia 
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the boss, and whatever ambition and originality 
he possesses is smothered. He is supposed to 
make his department pay, and yet he has no 
voice in the planning of the work he has to do. 
Some one else hires and 
fires his help, and about 
all he gets out of the job 
is a little cheap glory ani 
a small salary. 

“Really big men never 
seem to have any trouble 
in getting really big as- 
sistants, and I'll tell you 
why. They are keen 
judges of human values, 
and when they pick up a 
man for a big job they 
virtually say to him: 

“There you are, sir! 
Take hold of things and 
get a move on.” 

It is a law too often 
overlooked by people 
who expect efficiency 
that you are not going to 
get much initiative and 
creative ability unless 
you let a man do things 
in his own way. Of 
course, he may not do 
them in a way that suits 
vou, and he may make errors that you would 
not make, but if you are looking only for re- 
sults you will not care. 

The hardest thing in the world is to respect 
another man’s individuality. And that is par- 
ticularly hard when you are paying him a sal- 
ary. It is difficult to rid ourselves of the notion 
that when a man is drawing pay from us we 
are as a consequence supposed to dominate him 
entirely. 

But after all, the pay is the smallest part of 
the transaction. What really matters is the 
service the man performs, and he can perform 
the better service and do his work better the 
nearer he comes to being a free agent and to 
feeling that his employer trusts him absolutely 


and nlaces the responsibility squarely upon his 
back. 
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Pictorial Review: of Electrical Developments 


A mechanical giant of the lamp industry is 
shown above. This machine, containing a total 
of 14,000 parts, is used for blowing incan- 
descent lamp bulbs and has a working capacity 
of 50,000 bulbs a day. It is used by the Gen- 
eral Electric Co. in the Schenectady plant. 

—International. 


Indian candy shop in Bombay, India. Note 
the elaborate electrical equipment over the en- 


In the upper right hand corner is seen an i 
trance to the shop.—International. = 


4 


Miss Odessa Dow of the Heme 
Economic Division of the U. S. De- 
partment of Agriculture is shown ex- 
amining and studying a loaf of bread 
which has just been electrically 
baked. Through this arrangement 
Miss Dow is able to study the changes 
which the loaf of bread is under- 
going, and just how constant the 
heat of the oven is. The Division has 
studied various phases of home 
cooking and has furnished valuable 
information to the housewives of 
America.—Keystone. 











President Harding and several of his 
party beside the big electric locomotive 
that drew the presidential train through 
the Rocky Mountains. The President 
later took a turn himself as engineer. 
—P. & A. Photo. 
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New electric orange juice 
extractor of the California 
Fruit Growers’ Exchange. 
Notables drink to its suc- 
cess. Left to right—Cor- 
nelius Vanderbilt, Jr., Con- 
gressman-elect, John OD. 
Fredericks and C. S. Whit- 
comb, vice-president of the 
Exchange.—K eystone. 


Modest mode for modern 
maids. Young Crosley 
“Radioette” wears newest 
chapeau in Cincinnati. It 
keeps her informed _ in- 
stantly of style changes. 


Man and machinery, the man 
being Walter Clark, secretary 
and sales manager of the Jas. 
Clark, Jr., Electric Co., Louis- 
ville, Ky., the machinery, a huge 
generator that the company is 
building in its factory. 


Lighting decorations on 
Pennsylvania avenue, Washing- 
ton, D. C., during the recent 
Shriners’ convention. Designed 
by A Dunlap of Doubleday- 
Hill E‘ectric Co, and installed 
by the Capital Electric Co. and 
L. T. Souder. Five major de- 
signs of 634 lamps each, 
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The Interstate Electric Co., electrical and automotive jobbers 
of Birmingham, Ala., is a branch of the Interstate Electric Co. 
of New Orleans. It occupies a very modern and well-equipped 
building, having a private spur track on its property in the rear 
to accommodate carload shipments, and a freight elevator ac- 
commodating the largest automobile truck made. In the upper 
view, reading from left to right are the salesmen and executives: 
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F. D. Clark; H. D. Richwine; S. G. Neuberger, manager auto- 
motive department; B. W. Glassman, vice-president and general 
manager; George Woodruff; F. M. Baird; C. M. Lifsev; H. F 
Stearns; C. K. Evans; S. Long; B. S. Weil; 'T. J. Gainer; L. B. 
Neuberger, manager electrical department; C. B. Thompson; 
B. Stoll; J. E. Dean; and T. L. Strong. Below is seen one of 
the well-appointed offices. 


* 
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B. B. Downs 


President and Treasurer, St. Paul Electric Co., St. Paul, Minn. 
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MEN YOU SHOULD KNOW 
B. B. Downs, Sarma 


‘6 Y HOBBY is work.” 
There is nothing particularly new in such a 


statement. It has been made by many men 
who have achieved success by singleness of purpose 
backed up by untiring effort. But seldom does it mean 
so much as in the case of B. B. Downs, president and 
treasurer of the St. Paul Electric Co., St. Paul, Minn. 
Work is his hobby, and he is busy at it 24 hours every 
day. He has never learned to 
play and now he doesn’t need 


else at that time. His principal qualification for success 
in his new venture was a large acquaintance made while 
in the real estate office and he cashed in on this to the 
limit. 

Mr. Downs, working on a commission basis, started out 
the first day with many misgivings and, if the truth were 
known, not an over abundance of faith in the product, 
but when his first day’s work was done and his earnings 
totaled $140 he instantly ac- 
quired a faith in the electrical 





to. Diversion that most men 
seek outside their business, 
Bert Downs finds in the daily 
course of his work. And, if 
he had it all to do over again, OU can be 
he would do it exactly in the and not be 
same way. 

It would, however, be un- 
fair to Mr. Downs to picture 
him simply as a work horse. 
True he knows how to work 
and is happiest when at it, 
but he is not one of those 
graven-image, cold-blooded 
types usually associated with 
“big business.” On the con- 
trary, he is one of the most 
affable and sympathetic men 
in the electrical business with 
a full measure of kindliness 
toward all. The secret of the 
St. Paul Electric Company’s 
success and continuous prog- fore. 
ress is therefore not only due 





Work Is His Play 


You can get the utmost pleasure 
and diversion out of your work 
provided your heart is in it. 
You can conduct large affairs 
without _ being 
Some believe that these things 
are not possible, but the way in 
which Bert Downs lives, and 
works is proof that they are. 
After 30 years in the electrical of 
business it has a stronger fasci- 
nation for him than ever, and he 
believes that there are greater 
opportunities in it than ever be- 


business that he has held to 
the present day. 

Having decided that the 
electrical field offered the op- 
portunity he was_ seeking, 
Downs determined to learn all 
there was to know about this 
new industry. Shortly there- 
after he went to the factory at 
Warren and spent several 
months familiarizing himself 
cold-blooded. with all the manufacturing 
processes. In those days in- 
candescent lamps were being 
manufactured with a _ great 
variety of bases and because 
he increasing volume of 
busimess the factory facilities 
at Warren were being taxed to 
the limit to produce bases in 
the quantities demanded. 

A factory for making lamp 
bases was contemplated at 
Minneapolis to serve the grow- 


a hard worker 
a truck horse. 








to hard work, but also to the 
personality and understanding 
of the man who has guided its destinies throughout its 
23 years of life. 

x * * 

B. B. Downs was born in Warren, Ohio, April 26, 
1866, and lived there until he was 20 years of age. It 
was about that time that the Golden West held out such 
glowing prospects to the youth of our country and young 
Downs attracted by a real estate boom in Omaha, Neb., 
decided to cast his lot with the growing young city on 
the banks of the Missouri. He secured employment in 
an abstract office and later became secretary of the 
Missouri River Commission. 

In 1891, when the Packard Electric Co. started the 
manufacture of incandescent lamps in Warren, Ohio, 
they were in need of a representative for Omaha and 
the West, which at that.time included all territory west 
to the Pacifie Coast. Mr. Packard, remembering the 
migration of a native son to Omaha, approached Bert 
Downs with an offer which was promptly accepted and 
Downs as a salesman of Packard lamps was launched on 
an electrical career. He knew nothing, of course, about 





electricity or electrical products, but neither did anyone . 


ing Northwest, and Mr. 
Downs was sent to Minne- 
apolis to become Northwestern manager, later to have 
charge of the new factory there. But for some forgotten 
reason, the factory was never built and Downs, seeing an 
opportunity in a new flour mill venture departed for St. 
Louis, Mo. 

He soon felt the call back to the electrical field and 
after a few months with the Commercial Electrical Sup- 
ply Co., of St. Louis, became in 1897, Minneapolis repre- 
sentative of the Electric Appliance Co., Chicago. He 
remained in this position until 1900, covering the states 
of Minnesota and Wisconsin. 

Mr. Downs with the true instincts of a pioneer, saw 
great possibilities in the growth of the electrical busi- 
ness in the Northwest. Also, he found the jobbing busi- 
ness much to his liking, so much so, in fact, that late in 
1900 he purchased a part interest in the St. Paul Elec- 
tric Co., which had been established a year earlier. At 
that time there was only one other electrical jobber in the 
Twin Cities, the Electrical Engineering Co., of Minne- 
apolis. Mr. Downs’ great capacity for work made itself 
felt from the very beginning and the business of the 
company grew at an astonishing (Turn to Page 64) 
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The Contractor with the 
“Split-up Itch” 


Hard Luck Sam Treats of This Disease 
and Suggests a Remedy 


NCE upon a time there was a contractor-dealer 
who was a real Old Timer at the game. He still 
chewed Jolly Tar and could spit eight feet 


through the eye of a needle. 
Besides having held in_ his 


call again, and sat waiting for the usual outburst of en- 
thusiasm. Also he got a match to light the usual cigar. 

But there was something wrong with the world thai 
rainy morning. The new 
salesman looked at the order. 





hand the first lamp Tom Edi- 
son ever made, he was run- 























on wood cleats 
Goodwin was 
He could 
estimate two jobs at once in 
his head, and tell inch pipe 
from inch and a quarter clear 


ning wire 
Bill 


waving a rattle. 





when 


across the street. 

Old Timer knew his stuff 
and did a nice business, but 
had the ostrich habit of tak- 
His 
credit was O. K. and he never 
want of 
They all 


had him down as a good fel- 


ing a lot for granted. 


got lonesome for 
salesmen calling. 





low because he was always 





good for some kind of an or- 
der. In other words he had 
the well known disease called 
the “Split-up Itch,” he just 
couldn’t bear to see any of 
the boys leave without a few 
dollars in the Old Order 
Book. 

It wasn’t that he couldn’t be taught better, they simp- 
ly never tried it. All his peddler friends knew his habits, 
and took no chances on scaring the meal ticket. 
shelves looked like the Aurora Borealis through a stained- 
glass window, and his bookkeeper was half cuckoo try- 
ing to audit the bills of 101 different suppliers. 

Now, this bird had brains enough to know that some- 
thing was wrong with his business, but he was too busy 
shaking hands and signing orders to stop and figure out 
where the leak was. His front teeth were all worn 
down biting the ends off of good cigars, and his back 
was lame from being slepped. His Monday morning re- 
ception looked like the New York bread-line. 

One dismal morning while the boys were playing 
pitch at the hotel for first crack at Old Timer after it 
stopped raining, a new salesman ploughed through the 
mud and caught Santa Claus all by himself. Old Timer 
tock one look at this meek, rain-soaked mollycoddle and 
decided it would be cruelty to animals to let him go 
away empty-handed. So he scribbled a nice little order 
for fifty sockets and six rolls of tape, told the boy to 





He Handed the Famous Philanthropist a Lecture that 
Would Make a Traffic Cop’s Language Sound 
Like a Baby’s Prayer. 


So his» 


threw it in the wastebasket. 
and told Old Timer to take 
his shoestring business and 
go to hell with it, On top o! 
that he handed the Famous 
Philanthropist a lecture that 
made a traffic cop’s language 
sound like a baby’s prayer. 
It didn’t take him long, but 
the way he tore it off in 
strips, and the pollution of 
his vocabulary had Old 
Timer gasping for air. 

Not being able to get a word 
in edgewise, the Champion 
Order Signer felt his temper 
dying down and as he listened 
to fact after fact, it began to 
seep through his brain that he 
had been making hamburger 
out of his requirements to 
please a lot of order-takers. 
The Unpleasant 
showed how none of the mob 
could make a decent profit on 
his orders, and that they were 
wasting their time and his in coming around for the usual 
hand-out. 

Next Old Timer was shown where he had tied up in 
parallel lines about two thousand iron men that should 
be earning big interest discounting bills. Another item 
that jolted him from the cowcatcher to the caboose was 
a few hundred berries a year in extra freight and express 
charges on scattered shipments. Then, to show he was 
a real salesman and didn’t have to make two trips for 
a heavy load, the kid sprung a gusher of real oil, paint 
ing such a picture of increased profits that he took Old 
Timer to the cleaners for everything the pitch players 
would have gotten two hours later. 

Of course it was to be expected that all the old peddlers 
would be sore at the new man for getting all of Old 
Timer’s business. Yes, they were not! They simp!) 
learned a new stunt, and at present each and every one 
is out persuading some dealer to quit shooting at Biz 
Business with bird-shot. 

Moral: You can be known as a good fellow without 
making your stock look like a crazy-quilt. 











Person 
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Yn ZY Glow time is here- 
\ 


“Cozy Glow’’ means “radiant heater’ to the Great American 





Public. This can be attributed largely to the extensive and im- 
-ressive Westinghouse advertising. 


The well-known Cozy Glow Kid was created by Westinghouse 
several years ago because it was so expressive of the comforting 
rays of the Cozy Glow. This likable lad has been universally 
used in national advertising in the Saturday Evening Post, in the 
Ladies Home Journal, Good Housekeeping, and Sunset, in news- 
paper advertising and on all literature and display advertising 
featuring the Cozy Glow. 


Cozy Glow! Fortunate name! Popular name! 


After all, isn't the name on the device the deciding factor in a 
sale? After you tell ‘em all the good points of the Cozy Glow 
(and it has plenty) it’s the old, familiar Cozy Glow, tied to the 
old, familiar Westinghouse, that goes a long way toward making 
the sale. 

Think what it means to fall back on the line: “‘Remember this 


~ National Advertisement 
Ladies Home Journal 


October tise everywhere with that cute kid.” 


is the famous Westinghouse Cozy Glow—the one they adver- 


Immediately, you are getting on familiar ground, and it's sur- 
prising how much more prone your customers are to buy when 
they are on familiar ground. 


Our last year’s sales showed how popular the 
Cozy Glow was. There were many happy Cozy 
Glow dealers. You should be one this year. 


Don't fail to get a copy of Direct by Mail Folder 
4813, covering our complete campaign—it con- 


tains some mighty interesting sales suggestions. 


Get the folder and try them. 


Window Card § Westinghouse Electric & Manufacturing 
a Company 


Mansfield Works, Mansfield, Ohio 


: Folder 4560 Window Card es Card 7 pres 
Dealers.Window Trim Service 99 
Cozy Glow Kid 


Westinghouse 
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Westinghouse SOL-LUX solves 
the Commercial Lighting Problem 
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New Westinghouse So/-Zux 
the Commercial Lightm¢é Problen 


Let Our Engineers Help You Estimate and put over | 
Improved Lighting Installations for Your Prospects 


Increase your commercial lighting business. 
You can do it with the Westinghouse Sol-Lux. 
























Sol-Lux is the only luminaire from which a variety of light effects can be 
obtained through the use of but two standard types. This makes it pos- 
sible for the dealer to meet all the varied demands of the commercial light- 
ing market with a much smaller stock made up entirely of standard parts. 








In one of its many forms, the Sol-Lux unit is suitable for practically every 
class of commercial lighting. It is equally adaptable for large and small 
areas, light or dark walls, and high or low ceilings. It can be used through- 
out office buildings, stores, hotels and schools. 


For high, light ceilings: Without the reflector, a very efficient, general dis- 
tribution is obtained from the suspension type. 


For dark ceilings: The addition of the porcelain reflector 
makes it a totally direct luminaire. 


For low ceilings: The ceiling type unit can be used, or the sus- 
pension type can be shortened by removing the chain and 
hooking the loops together. 


Other features of the luminaire are its simple beauty, its 
durability, low maintenance; the dustproof globe requires only 
an occasional wiping with a damp cloth. 


The almost unlimited decorative possibilities obtainable from 
ornamental shades further emphasize the superiority of Sol- 
Lux equipment. { 


You will be interested in our new Catalogue 40-B and Folder 
4519-A. Write our nearest agent-jobber. 


Westinghouse Electric & Manufacturing 
Company 
George Cutter Works, South Bend, Indiana 
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Suspension Type Ceiling Type | 
Without Chain With Reflector 


Westinghouse 
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A Prospect at 
every Doorstep 


You have an interested prospect at almost every door- 
step. The Westinghouse Bell Ringer is a good sale to 
the customer who has battery trouble; to the home 
where you have been called to ‘‘fix the bell;’’ and to 
your new bell-wiring customer. 


This bell ringer replaces dry or wet-cell batteries for 
operating door bells, buzzers, miniature lamps, and 
other appliances requiring low, but dependable volt- 
age. It is designed especially for regular alternating- 
current lighting circuits of 60-cycle frequency. 


The Westinghouse Bell Ringer is approved by the Na- 
tional Board of Fire Underwriters; it is as safe to use 
as an electric lamp. It can be installed in a few min- 
utes and when once installed, it prevents door bell or 
buzzer trouble. 


Special Features: Light, compact. Secondary ter- 
minals can be short circuited continuously without 
causing overheating. Absolutely fire-proof and prac- 
tically indestructible. 


Construction: They are extremely well made, every 
precaution to insure dependable service has been 
taken. ; 
Capacity: The bell ringer has a rating of 10 volt-am- 
peres. Delivers on open circuit 12 volts and replaces 
several dry cells under ordinary conditions. 


Carton quantity—6 bell ringers 
Standard package—24 bell ringers 


The carton has been designed to help you sell Bell 
Ringers. It can be used either for a window display 
or counter card. 


Westinghouse Electric & Manufacturing Company 
East Pittsburgh, Pennsylvania 


Westinghouse 
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Increase your industrial lighting business and make more 
satisfactory installations by using Westinghouse Lighting 


Equipment. 


The Cutter Pulley-Socket is particularly desirable for shop 
installation for the following reasons: (1) Permits the low- 
ering of the reflector and lamp for cleaning, making possible 
quick cleaning, resulting in better illumination. (2) Pre- 
vents the danger attending the use of ladders and other de- 
vices for reaching stationary fixtures. (3) Complete pro- 
tection of lamp cleaner against electric contact. (4) Less 
interference with workmen and less obstruction of passage- 
ways. 





The Cutter Holder-Socket Reflectors will also help you make 
easy industrial lighting installations. It takes only three 
minutes to install a fixture—cuts your wiring installation 
costs to the bone, leaving a bigger profit for you. 


From the customer's angle, different sizes and types 
of reflectors and lamps, make it possible to alter 
the lighting intensity and distribution with very little 
expense or trouble. 


We recommend the use of Westinghouse Mazda Lamps 
with Westinghouse-Cutter Reflectors. 


Westinghouse Electric & 
Manufacturing Company 


George Cutter Works, 
South Bend, Indiana 


Ask our nearest agent-jobber for Cat- 
alogue 40-A and Folder 4466. 
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Familiar Faces at “The Island” 


The usual summer meeting of the G. E. Dis- 
fete tributors was held at Association Island, May 
‘ 26 to July 2. Some well-known faces are pre- 
sented in this group, from among those in atten- 
dance. 

(1) V. G. Eastman, Erner & Hopkins Co., 
Columbus, O.; (2) J. R. Powers, Wheeler-Green 
Electrical Supply Co., Rochester, N. Y.; (8) T. 
E. Lowe, F. C. Teal Co., Detroit, Mich.; (4) 
(left) F. M. Bernardin, Kansas City, Mo., and 
(right) Maj. H. C. Houck, General Electric Co., 
Bridgeport. (5) (left) T. E. Bibbens, San Fran- 
cisco and (right) D. E. Harris, San Francisco; 
(6) T. H. Green, Wheeler-Green Electrical Sup- 
ply Co., Rochester, N. Y.; (7) L. E. Lathan, New 
York, N. Y.; (8) J. O. Wetherbie, General Elec- 
tric Co., Bridgeport, Conn., manager of the camp; 
(9) George P. Baldwin, General Electric Co., 
New York, N. Y.; (10) J. L. Buchanan, Wesco 
Supply Co., St. Louis. 
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~ window space costs 
real money 


For high, deep win- |} t 
iows. Uses a 150 Z i 
watt Mazda “CC” a i 
lamp. Can be used ‘ i 


| keep this money 
| from being waste 


Sell better window lighting to your neighborhood merchants. Make 
your store windows and theirs outstanding examples of real business 


For high, shallow windows, pullers. 
Uses Color-Ray, too! 


















































Here are some logical reasons why you as well as every other mer- 
chant should make X-Ray reflectors work for you day after day. 


A good part of every rent check is paying for show window space. 
These windows represent the most expensive area in your store. They 
cost so much you can't afford to be indifferent about the way they 
look. Carelessly dressed, poorly lighted windows give a wrong im- 

rage pression of your store and reflect on the merchandise you sell. Good 
Coneensuaial i dea ae ie looking, well-lighted windows bring trade to your store through the 
white or colored Matt. }}}:)\ ‘ attention value of bright, live displays. 
































Make your windows pay the biggest dividends by lighting them with 
A FLOOD of X-Ray Reflectors! 
light with a Cen- 


in white light or NATIONAL X-RAY REFLECTOR CO. 


colors. Uses a 


200 watt Mazda 31 W. 46th St., 231 W. Jackson Blvd., Pacific Finance Bldg., 
ne a8 New York CHICAGO Los Angeles 

For deep win- 

dows about eight 

feet high. ps 

75 watt 

“Cc” lamp. 



































National X-Ray Reflector Co., 
231 W. Jackson Bilvd., 
Chicago, Illinois, 





























For shallow windows {hia A small edition vy" 4 Mail me without charge your Hand- 

about eight feet high. |!/' prittit i ’ book and catalog combined on 

; it ; . 731. Another 

co RE ee ee NiSIISt re yyhaes new member of X-Ray Reflector Products. Tell me 
the family also . ; : ; 

especially _ about the latest in window lighting, 

A small edition of the signed for | the 

‘‘Scoop’’ No. 778. A new oe wate aan a 

member of er Ag > lamp Wor daa 

signed especially for the 7 a < 

new 50 watt Mill type shallow windows. 

lamp. For low, deep 

windows. 


: Send for FREE Handbook 
Clip and mail the coupon, at the right and we'll send you, without cost or obligation, a copy of 
the X-Ray Reflector Handbook showing types of Reflectors suited to every kind and size of 
windows. Send for it today. 
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Double Action on an Order 


LANDED an order once that was 

a regular ‘double-actioner.” I 
was on a train en route for Chatta- 
nooga for my firm—a New York con- 
I got into a card game on the 
train, and after a few hours playing 
discovered one of the players was a 
big man in the restaurant game, and 


cern, 


that he was helping with arrange- 
ments in making a coming convention 
a 100 percent affair. One of his du- 
ties, as he informed me was the se- 
lection of gifts to be presented to 
every restaurant man at the banquet. 


This didn’t interest me so much un- 
til he began speaking about the dif- 
ficulty of getting something nice, and, 
at the same time, something at a rea- 
sonable price. The remark woke me 
up. I was carrying a well known, 
first-quality searchlight, and instantly 
pulled out a sample and put it on ex- 
hibition for his special benefit, along 
with a “‘straight-to-the-shoulder” talk 
about its many good features, and 





about the good figure I could get for 
him in quantity lots if he would buy 
from a certain dealer in Memphis, 
which was also in my territory, and 
was to be the convention city for the 
restaurant men. 


He seemed delighted with the prop- 
osition and before he got off at Knox- 
ville signed a little piece of paper 
justifying me to put in the order for 
this dealer in Memphis. 

The reason I selected this dealer 
was because I never could get him to 
give me a life-sized order. This deal 
I knew would boost him away up, and, 


Little stories of 


unustal sales ~as 
told by salesmen. 


incidently, give me access to his of- 
fice. It panned out all right. I sent 
through an order for 350 lights; 330 
of which were sold to the restaurant 
man. 

There were dealers I would far 
sooner have thrown that order to, but 
I was looking for “double-action’’ on 
it, hence the “throw” to the man in 
Memphis, which, happily, had the re- 
sult I looked for—more business. 

Tuomas A. Doran. 
* * * 


Fan Blew Away All Resistance 


EEING an opportunity to prove 
a point often times swings a sale 
when sales talks do not sink in, as 
was the case in Gravity, Iowa, where 
I had been trying to place a fan eon- 
tract with a merchant. His argu- 


ot 
Ass 


\ a 


cat 


**I found the mer 
very down hearted 
“mi 














—% 





ina 
ame of 


ment was that the town was too small 
to sell fans. 

On my next trip there, which was 
in March, I found the merchant in 
a very downhearted frame of mind 
owing to the fact that the day was 
special window shopper’s day, and 
his window was all frozen up so the 
people could not see his bargains and 
he was losing a chance to move odds 
and ends which could be disposed of 
in this way. 

While he was busy in the back of 
the store I got my sample fan from 
my car and bringing it in I started it 
running in his window, and then 
went back to keep him busy while 
the fan was clearing the window. 

When he finally went to the front 
of his store he was surely surprised 
te see his window all clear and cus- 













































tomers_ starting to size up the con- 
tents. 

After he woke up to the fact that 
it had been cleared with a fan he im- 
mediately signed a contract and or 
dered stock fans. I know if I had 
not happened in with my fan on the 
day his window was frozen up | 
would not have had a fan contract in 
that town this year. 

E. M. Pueran. 


* * * 


The Strange Case of a Bottle 
of Dope 


WISH to report an_ instance: 
where a certain salesman chang. 
a turn-down into an order. 

The salesman in question walked 
in to see a buyer in a small western 
town where the trade was new to 
him. The salesman had no sooner 
made himself known than he was told 
to “get the h— out” or he would be 
thrown out. This surprising reques' 
was backed by such a threatening at 
titude that the salesman grabbed his 





—__—__—_ i — Sg 
“-or I'll throw you out!* 











portfolio and found the door to avoid 
further unpleasantness. 

The sales manager of the compan) 
told the salesman upon his return 
trip that if he could handle this fe! 
low he could handle any of them. 
Ft seemed that the previous salesma)! 
before being discharged had 
rowed money from the buyer an 


bor 


never returned it. 

The salesman did not care to ca! 
upon Mr. Buyer again but consente:! 
to do so if the salesmanager woul: 
tell him how to make an approaci:. 
The sales manager said, “I'll tell you 
how to get his attention. When you 
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iF ITS od AR ANITE IT'S RIGHT 


Lamp Cord seldom attracts the customers’ 
attention until a poor piece kinks up and 
fails, or loses its cover and begins to fray 
out. Then the lamp and the entire equip- 
ment shares in the unfavorable impression. 


In direct contrast, good lamp cord en- 
hances the beauty of a well designed fixture, 
contributing to the perfection of its service 
with long life and pleasing appearance. 


PARANITE Lamp Cord is the first quality 
product from a factory specializing in wires 
and cables above the usual standards. Every 
part of its manufacture, from copper to cover 
is “right,” more, than code requires. This 
Quality Cord is the only kind that can safely 
be selected to accompany good lamps to the 
homes of your customers. 





PARANITE Lamp Cord is made eithey silk or 
cotton covered, parallel or twisted pair; packed in 
convenient boxes of 250 feet each, and in standard 
shipping cartons containing 1000 or 1500 fet. 


Indiana Rubber & Insulated Wire Co. 


hicago, 810 Marquette Bldg. 


Jonesboro, Indiana 
New York, The Thomas & Betts Co., 63 Vesey St. 
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go up next month take a bottle of 
French dressing made of rooster 
combs and other ingredients which 
few people ever suspect could be 
used as a food. Tear the label off. 
He will not remember you and will 
have no clue as to what house you 
represent. 

“Your game will be to leave your 
samples at the hotel and go down 
there with the bottle, open it, and in- 
quire whether he is interested in get- 
ting any of that today. When he 
asks you what it is, be greatly sur- 
prised at his ignorance and then con- 
duct a quick walk-out, offering the 
excuse that he would not be inter- 
ested in the quality of the line you 
handling. Under no condition 
are you to talk further with him. 
But that isn’t all. 

“Go back to the hotel, leaving the 
| bottle and then peek around the cor- 
ner until you see Mr. Buyer hanging 
on the awning rope. Go to the op- 
posite side of the street and walk 
past without even looking over. You 
will never get past because his curi- 
osity will get the best of him. I'll 
leave the thing to your good judg- 
ment at that point.” 

The salesman followed out 
structions to a “T.” The buyer 
nearly burned up with curiosity when 


are 


in- 


the salesman walked out of the store. 
A little later the salesman found him 
hanging on the awning rope as usual. 
He had no more than rounded the 
corner when the buyer spied him and 
started to stroll across the street to 
stop him. The salesman then told 
him what was really in the bottle. 
The buyer said he would like to see 
it again and offered to walk down to 
the hotel. There the salesman had 
his samples spread about. The buy- 
er said, “Are your representing The 
Blank Company?” “Yes” was the re- 
ply. “Well, you are the best sales- 
man I ever met.” The buyer is still 
a good customer of this house. 
S. H. Srrevzin. 


* * * 


Sell the Idea 


HIS is a true story ‘of a 

Holophane_ sjecialist conduct- 
ing a window lighting campaign in 
Los Angeles. 

The time had come for the fulfill- 
ing of an important appointment, 
with a full-fledged contractor-dealer, 
one of the old. leaguers, who had a 
fine store in. the metropolitan center. 
1 had my plans: niade before the ap- 
proach; laid the cards on the table 
and told Mr. Contractor that. I had 


called on 20 merchants:in his neigh- 








YL 
; * . 
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O. L. Ferguson, manager of the Varney Electrical Supply Co., Indianapolis, Ind., 
was kind enough to furnish this photograph of their crowd at a picnic July 2. They 
are strong for “zoning” in Indianapolis, as you know, and the same idea was carried 
out in the grouping here—beauty at the front with the stern architecture at the back. 
Bottom row, left to right—Mayme E. Alpers, Ruth Day, Margaret Bagby, Louise 
Boesche, Olga Heldt, Virginia Richards, Eula Stubbs, Eloise Poelhuis, Mollie 


Weckner Divine. 


Second Row—R. A. Day, Mrs. R. A. Day, Irene Day, Master 


Richard Hughes, Martha Frances Hughes, Mrs. C. W. Hughes, Virginia Ray Heitzman, 
Mrs. R. V. Heitzman, Mrs. O. L. Ferguson, Mrs. W. N. Brother, Mrs. C. J. Kuhlen- 
schmidt, Mrs. J. H. Richards, Mrs. O. C. Lindsley. Third Row—E. G. Lannett, E. J. 
Simonel, C. W. Hughes, O. L. Ferguson, C. J. Kuhlenschmidt, R. V. Heitzman, Ray- 


mond Heitzman, Jr., Earl Ellerbush, F. X. Mathis. 
F. Stone, L. G. Satterwhite, W. N. Brother, O. C. Lindsley, William Zilliak. 


Top Row—J. H. Richards, L. 





borhood, with a survey on better 
window lighting. I used the No. 
922 Holophane window reflector as 
leader—with the colored filters. 


As you know, the best way to keep 
a man’s confidence is to help him sell 
the idea, and not the concrete mer- 
chandise, so I took Mr. Contractor 
along with me and believe me boys hie 
was a man among men, he knew the 
game of silence, which was gold to 
him in the end. The Holophane line 
was not new, but the new ideas, and 
the new sales talk on the increase of 
sales, the beautiful color effects, the 
saving of that wasted generated 
light, and those lighting units that 
look as good cold as they do lit—all 
stuck in his system as well as that of 
the buyer who ordered a dozen for his 
windows, ordered a new sign, changed 
a circuit and signed the dotted line. 
To date this dealer has called my at- 
tention to. five big jobs, worked by 
the writer’s activity in opening nego- 
tiations: with a simple window reflec- 
tor. The result of this campaign is 
gratifying to my managers, and is 
appreciated by the contractor-dealer. 
Instead of pounding a man on the 
back to buy, buy, buy, you start with 
a small priced window reflector and 
it develops into big negotiations, and 
right there is where the thrill of a 
sale comes in, but it takes patience. 


That old leaguer wired his own 
store with eight 922 Holophane win- 
dow reflectors using amber on one 
side and red colored filters on the 
other—and we know that when a 
man puts a good example of window 
lighting in his own store, the rest will 
follow as they did in this case—a 
pharmacy, an automobile dealer, two 
tire companies, a stop & shop store. 

It pays, boys, to help sell the idea, 
after you have sold it to the dealer. 
Sell it again and again! 

A. C. Cuurcu. 


* * * 


Wire for Ranges 

A point to drive home to the con- 
tractor constantly is that every new 
home should be wired for an electric 
range whether the owner intends to 
install one at the time or not. Fur- 
thermore, as Walter Price of the 
California Electrical Cooperative 


Campaign recently emphasized, the 
rewiring of an old house for range 
service is often the straw that breaks 
the camel’s back in making a range 
sale. 
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“That electrical man certainly 


did us a great service!” 


“Let’s not forget to buy from him when we need 


anything electrical—he deserves our gratitude 
for that lighting book.” 


The “Lighting Primer” mentions Edison 
Mazpa Lamps occasionally, but not enough 
to prevent its being distinctly your own—im- 
printed with your name. 


It points out the evils of glare, shadows, or 
insufficient light; it tells how the right lamps 
will improve light from present fixtures, and 
how little it costs to have the most modern 
types of fixtures, additional outlets, etc. 

It instructs what to do when the fuse blows out, how 
to replace fuses, and what to do when other electrical 
equipment fails to work properlv. 

You can get the “Primers” by communicating with 
the nearest district office, or with Edison Lamp Works 
of General Electric Company, Harrison, N.]. 









— ee Lchgagans 
ee : A ‘ 
P ha es a \ 


NER 








a ee cs 


rt ELEC FRIC 


THE LIGHTING DOZEN. Twelve 
separate 3-panel displays, each with 
a different sales-creating message,not 
only for Edison MAZDA Lamps, but 
for all electrical merchandise. 





THE LIGHTING PRIMER. Used in 
conjunction with the “Lighting Doz- 
en,” it is a sure-fire sales multiplier. 
The “Dozen” brings people to you— 
andthe Primer" keepsthemwith you. 
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Pure rubber, tapped from trees by the brown 
men of Ceylon, is used in G-E insulations 


Nature and the Laboratory 
Give their Best to G-E Insulations 


Materials of the highest quality, carefully selected for eal Se 

the part each is to play, are combined with scientific DONG RO lI 
ue A ‘ ° ° Sealing and Filling Com- 

precision into each form of insulation that is used in pounds 


the varied products of the General Electric Company. Paints fer Electrical 
Apparatus 


These same insulations that have such a large share in Treated Cloths 
the dependability of G-E products are now available Vediededl Piheaneidl Puaen 
for the manufacture or repair of any make of electrical ales ee aS 


apparatus. and Insu- 
lating Tapes 


G Insulations 


Incluide: 


Insulating Varnishes 
and Oil 


Detailed information can be secured from any G-E Flexible Var- 


distributing jobber or from "ig — 


General Electric Company 
Merchandise Dept., Bridgeport, Conn. 








Use them when you build- demand them for repairs 
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To boost sales volume and hasten turn- 
over for dealers is the purpose of the 
General Electric advertising started in 
the Saturday Evening Post June 16. 









Over two million possible purchasers 

will read about G-E Transformer Spe- 

cialties (Bell Ringer, All-Nite-Lite, Toy 

Transformer and Arborlux) in ten sepa- 

rate advertisements before the close of 
“att the year. 
















Bell, Ringing 


Transformer 








Every G-E distributor has a copy of the 
broadside featuring tie-in material which 
is available for dealer’s local use. 







General Electric Company 
Merchandise Dept. Bridgeport, Conn. 






All-Nite-Lite 
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ransformer 
Specialties 


GENERAL ELECTRIC PRODUCT 
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Selling the Three Major 
Appliances 

In discussing the appliance situation 
at the Hot Springs convention, C. G. 
Frantz, president of the Apex Elec- 
trical Distributing Co. of Cleveland, 
made a number of statements worthy 
of the most careful thought. In 1922 
there were sold 800,000 electric vac- 
uum cleaners and 465,000 electric 
washers and ironers. The combined 
retail value was over $125,000,000. 
It is estimated that there are in use 
today 3,850,000 vacuum cleaners and 
slightly over 8,000,000 washers and 
ironers. In ratio to the number of 
homes wired this would run about 40 
per cent for cleaners and about 30 per 
cent for washers and ironers. 


Of the 20,000,000 homes in the 
United States, not over half are wired. 
Past figures show better than 1,000,- 
000 newly wired homes each year. 
When it is considered that the present 
volume of business is not nearly suffi- 
cient to take care of the newly wired 
homes, it is easy to see that there is 
bound to be a tremendous development 
in the next few years. 

Figures compiled from a careful 
survey by THe Jopper’s SALeEs- 
MAN indicate that in 1922 the retail 
value of the three appliances men- 
tioned that passed through the elec- 
trical jobber amounted to approxi- 
mately $30,000,000, so that the jobber 
today is distributing a trifle less than 
25 per cent of the three major appli- 
ances. 

Mr. Frantz in his address mentioned 
two courses which the jobber might 
pursue if he is to remain a link in the 
He may use the present mar- 
gin of profit to aggressively push the 
appliance business along present-day, 


chain. 


high-pressure lines, or he may con- 
tinue to promote sales only through 
his established trade and permit the 
manufacturer at the same time to 
gather in the remainder direct, by his 
own methods. In this latter case Mr. 
Frantz then believes that the jobber 
should be content with less than the 
present margin. 


Facts and 





Figures 








A New Help for the Counter 
Salesman 

“Counter Points”, a new publication 
to be issued now and then by the 
merchandising department of the 
Westinghouse Electric & Manufac- 
turing Co. completes a chain for the 
company of sales stimulating litera- 
ture which covers each move of the 
product from the factory to the count- 
er before which the customer stands. 
Too long has the “counter jumper” 
been ignored. His is the final move 
in the ultimate object for all products 
—the sale. 

This publication is done in the insti- 
tution colors orange and black and is 
attractive in size and dress. Its ob- 
ject is to be helpful—it is devoid of 
preachments and full of common sense. 














One outcome of the commercial and in- 
dustrial lighting activities of the Cali- 
fornia Electrical Co-operative Campaign 
has been the portable educational light- 
ing exhibit, which started out early this 
year and has been doing effective work. 
This has been constructed so as to be 
shipped from town to town in motor 
truck. It carries the message of correct 
window lighting to the merchants of the 
state, demonstrating the relative values 
of low intensity, high intensity, colors 
and spot lights. National X-ray reflectors 
are used to light the model show window 
booth. 


Le eR 147) 


It is friendly in its suggestions—dis- 
cusses relationship between national 
advertising and the man behind the 
counter. Tells what the other fellow 
has done and embodies selling points. 

It will help do what the jobber— 
the jobber salesman and the retailer 
should do, help the counter sale which 
in the last analysis is the only sale. 
The moves up to the sale are distribu- 
tion not merchandising. 


, 


Things to Bear in Mind 
About Wiring 


Many appliances already sold are 
not regularly used. What is the limit- 
ing factor in their use and the ad- 
dition of other appliances? The 
answer is “proper wiring and ad- 
equate provision of convenience out- 
lets’ —the crux of the problem. 


In the case of new buildings, the 
architect would base his recommenda- 
tions on the minimum standard. The 
result should be a gradual raising of 
the standard until the minimum is in- 
creased to an average of 4 outlets 
per room, then 5 or more with the 
increased use of light, of portable 
lamps and domestic appliances gen- 
erally, and resultant appreciation of 
the necessity of convenience outlets. 


There should be at least two circuits 
for each residence or apartment of 
five or more main rooms. In each 
main room: i. e. parlor, living room, 
dining room, kitchen, bedroom, or 
other room used for dwelling or sleep- 
ing, there should be at least one light- 
ing outlet and one convenience out- 
let. 


The consumer finds from experience 
the need of more outlets and that 
the cost of adding them is far greater 
than would have been the case if 
proper provision had been made in 
the original installation. 


The contractor should give similar 
advice and thus the mind of the cus- 
tomer will be set in the right direc- 
tion. 
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Remarks 22d 
Other Things 
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Published in the interest of a more complete fellowship with Jobbers’ 
Salesmen everywhere by the Benjamin Electric Mfg. Co. 








Appliance Time is Here. Plural Plugs go 
Hand in Hand toKeepEvery Socket Filled 
and Help the Whole Industry to Prosper 


The “big time” is on for 
appliance sales. The end 
of the summer, when 
mother and the girls are 
all tired out dancing and 
getting over the vacation, 
makes every appliance 
that means escape from the kitchen or 
eases the work in any other part of 
the house a necessity that puts a strain 
on the family tie if father doesn’t come 
through. Fall and winter mean the 
Holiday season of giving and receiv- 
ing and electrical appliances are cer- 
tainly the most popular of all gift- 
wares. 





We're going longer and stronger on 
appliances all the time. Over a million 


residence customers are being added to ° 


central station lines every year, and 
in spite of all the preach- 
ing and all the teaching, 
not enough convenience 
outlets are being installed 
to anywhere near take 
care of the appliances go- 
ing into wired houses. 





Appliances are being sold regardless 
of the number of outlets available. But 
if two-way plugs were not available 
there would not be nearly so much 
use of appliances. So two-way plugs 
nerease the residence load and fill in 
the gap until convenience outlets are 
installed. The two-way plug proves 
he necessity for and paves the way 
or more convenience outlets. 


That’s the reason why the plural 
lug market keeps on growing. Now, 
is long as there is such a demand for 
plural plugs and as long as appliances 
von’t get on the circuit unless plural 
lugs are used, let’s do the best we 
an under these hard circumstances 
ind furnish the user with the plug 
that best suits his need. 








Sos 

















Jobbers’ Salesmen! 


As we say in our slogan at the mast-head of 
this page, ‘‘Remarks and Other Things”’ is 
published in the interest of a more complete 
fellowship with jobbers’ salesmen everywhere. 
In these pages and in the pages which will 
follow month by month, we would like to talk 
with the jobbers’ salesmen. 
about Benjamin products, as about the things 
we do ourselves to help the jobbers’ custom- 
ers know all about these products and form a favorable opinion 
about them. Back here at headquarters we have a big, enthus- 
iastic, hard-working Advertising and Sales Promotion Depart- 
ment, and we want the jobbers’ salesmen to know and to feel 
that this is their department so far as Benjamin products are 
concerned. We will welcome at any and all times suggestions 
from the men in the field with regard to how to make these helps 
more practical and effective aids in their work. 


P. A. POWERS, Editor. 





Not so much 

















There, in a few words, 
is the big idea back of 
the Benjamin series of 
two-way plugs. There are 
6 distinct types. Any one 
of the 6 is a good all- 
around two-way plug, but 
each one of the 6 has some exclusive 
Benjamin feature that makes it un- 
usually useful for some particular need. 





The dealer who stocks the complete 
line of Benjamin two-way plugs can 
supply any casual demand and at the 
same time can meet the special needs 
that may arise with each customer. 

Each of these Benjamin two-way 
plugs is not only the class of the two- 


way plug field, but they are also 
(Continued on Third Page) 


Jaw Burr’s Salesmaker 
Dear Stu:— 

I know a guy that’s S. M. in a job- 
bing house down at K. C. He used to 
carry 40 pounds of Bibles in a black 
bag just like we do every day, Stu. 
This wus ’fore he got to be S. M., so I 
know its Here’s 
said to me: 


straight. what he 


“IT made it work an you can too. 

“I had ’da ask the old man fur a 
raise ’n if I wus going to stand a 
chance, I had’da show him a spurt. So 
I looked over the old bag an thinks 
what'll sell like the deuce in hot 
weather, 


“Then I come across Benjamin Show 
(Continued on next Page, Column 3) 
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| Benjamin Show Case Lighting 


. » 
turns an ordinary glass “stockroom” into a real “show” case 


There are five bug features to Benjsmin Shore Case Lighting 


extucres : 
{1} They may be installed sm your cases without muss or los. 


[2] They are practically damage-prool, 







Where it goes 











{3} The lavops are standard and esily 
easily replaed—which means low upk 


ee ee en 


[4] They dhuminate every part of the « 
« act conscions of ether the ibusd: 

j hahe 
{5} The eyes of the sahageo back 
eho protecter! against glace and farigue 


Benjamin Show Case Lighting 


se ee in nth 































Benjamin Show Case Lighting Folders 


Let the Show Case Show 


Have you been noticing 
how the campaign for 
better store lighting has 
been going over? Every- 
where retailers of every 
class of merchandise are 
lighting up the windows 
and brightening up store interiors. 

The next step is properly lighting 
the show cases. By contrast the show 
cases need it. .What the retailer wants 
is show case lighting that will bring 
his present equipment up to date. 

And we have it. The Benjamin 
show case lighting fixture makes over 
the ordinary show case. The con- 
tractor can take this material to the 
store, install it without trouble, give 
the retailer the best show case illumi- 
nation he can buy, and get away with 
a big profit and a satisfied customer. 

If you would like to 
real “dope” in the form of literature 
which you can examine 
and use in selling cus- 
tomers on the real ad- 
vantages of Benjamin 
show case units, just drop 
a line to the Advertising } 
Department and a full 
explanation of our work will be sen 
promptly on its way to you. 

Again, if any of your men have as 
a customer a few good live contrac- 
tors, and all of you have, send us in 
the names and we will give them the 
real low down on why Benjamin 
show case units are actually cheaper 
to install, and besides that, light the 
goods brilliantly without glare in either 
the clerk’s or the shopper’s eyes. 

This show case lighting business is 
a wide, wide field for salesmen’s ef- 
forts right now. Here 
there has been little ef- 
tort to date along the line 
of trying for real efficient 
lighting. Lamp salesmen 
in particular should find 
in the show case lighting 











have the 


end of their work a very interesting 
and easy field. Just write us and we 
will help all we can to aid you and 
your contractor friends in selling some 
jobs, by laying them out for you and 
helping to figure them, if you need us 
on that. 





This is not the hairy man from Bor- 


neo. It is a momentary glimpse 
through the camera of Ray C. Mons, 
merely a salesman for the Benjamin 
Electric Mfg. Co., of Chicago, New 
York, San Francisco, et. al. Ray has 
been anon and anon all over most of 
the Western States, where most every- 
body knows him by the genial smile, 
absent in the above. He is good 
enough for a recent transfer to the 
Central District Office, where he as- 
sists Mr. Harlow, whenever the latter 
permits it. 





oil 








L 


Philograms from 


What has advertising got to do 
with any salesmen, except be an 
. amnoyance and an extravagance? 
Nothing, except it helps him sell. 
What good is advertising except 
to spend money better spent else- 
where? No good at all, except it 
helps every salesman sell goods. 
hy spend money in advertising 
when it might better be divided 
among members of the sales force ? 
No reason at all, except that adver- 
tising does help the house a little 
by building up its good name, and 
that helps sell goods. 

Why squander money on advertis- 
ing to people the salesmen never 
see or call on? Very foolish, in- 
deed, except that these poor people 
are the very ones who buy and use 
the goods. 

Why not cut the advertising a 
little and buy automobiles so t 
salesmen could see more cus- 
tomers? No good reason, except 
that judicious advertising helps the 
salesman who makes use of it so 
that he generally is able to buy his 
own flivver. 

Why advertising anyhow? Be- 
cause to your institution, each 
salesman is a business lever and 
advertising is the fulcrum by which 
each raises his sales volume. But 
the fulcrum in the little kit bag or 
the office waste basket, unused and 
unheeded, won’t do any good at 
all. It must be put to work'of rais- 
ing the business end of the lever. 

The point is that advertising 
helps everybody sell the goods ad- 
vertised. Without sales, that is 
enough sales, — well, you salesmen 
figure that out. 

And the wonder of it all is, most 
ad men are optimists. 























(Jaw Burr’s Salesmaker) 
Case Fixtures and just like that | 
knew I had it. 

“Right away I got a letter off to Mr. 
Benjamin and asked him to give me all 
the dope he ever had or ever was go- 
ing to have on them show case fixtures. 

“He comes right back with a heck 
of a lot of stuff an good wishes, so out 
[ goes an calls on a few good stores 
an shows em a real fixture that wud 
make their $4. neckties look like a row 
of case notes instead of dish rags. 

“It wus easy pickin’s Jaw,” says he. 
“Soon’s I got the order I’d scoot over 
to Applejack’s Electric Shop to get 
him covered on wire an pipe to do the 
job with and get his order for the fix- 
tures.” 

Now I betcha you're saying to your- 
self. “That’s all right for the feller 
that’s now a S. M., but it went over 
Jaw’s old bean, or right in one ear 
and out the other.” 

Nix, Stu, I went right out and made 
that little job over for myself. Tell 
you what I’ll do. You try it out your- 
self and if you get your raze, same as 
I did, we'll buy a bote and go to Flori- 
da on our next vacation. 

Your friend, 


JAW BURR. 


August, 1923 


THE JOBBER'’SM|SALESMAN 
= 











Remarks and Other Things 














backed up by real merchandising helps 
that put them over in a big way with 
both dealer and customer. 


Duolet, Cat. No. 122, Smallest and Lightest 
Two-Way Made 

Big National advertising has identi- 

fied the name of Benjamin as the origi- 

nator of and the leader in two-way 

The three most recent addi- 





Duolet Dispenser-Display Stand 


tions to the family—the Duolet, the 
Localet and the Locatap—are so great 
an advance in design and construction 
over any others that the dealer goes 
long on them and 
strong on them at sight. 


the public goes 





Localet, Cat. No. 77, Molded Bakelite, Appli- 
ance Outlet Swivels to Any Position 
The sales helps thrown around these 
two-way plugs are practical and effec- 
A Dispenser-Display 
furnished with each carton of 10, the 





Localet Dispenser-Display Stand 


plugs being mounted in place so that 
all the dealer has to do is to take the 
stand from its package and place it on 
the counter, ready for use. 
at the pictures! These Dispenser-Dis- 
play stands fairly shout to the cus- 
tomer, “Here is the Two-Way Plug 
You Need—Buy Now!” 


are made to stand the racket. 





Locatap, Cat. No. 1080, Brass Shell, Swivel 
Plug, Takes Standard Attachment Plug Cap 
won't fall over. Even a stiff blast 
from an electric fan won’t topple them. 
And before it has time to fade or get 
soiled, the dealer has sold the 10 and 
he gets a brand new display with the 





Locatap Dispenser-Display Stand 


next 10 he sets out. They’re printed 
in colors, and show in pictures the way 
you can use each plug. While the cus- 
tomer gets an eyeful of the beauty and 
strength of the plugs, they are so 
fastened to the mounts that there is 
no chance for a dishonest person to get 
‘away with one without paying for it. 

Tags, too. There is another item 
now that every dealer in business uses 
or wishes he used. And if you will 
pardon us again, this is headquarters 
for tags. It costs the dealer nothing 
but his promise to use them. There 
are tags designed for pricing articles 
of merchandise and special tags for 
repair jobs. . 





Merchandise and Repair Tags for Contrac- 
tors and Dealers 


Imprinted folders and electros, too, 
for those who will use them. 








Two-Way Plug Folders 


All of these sales helps, then, can 
and will be furnished to any of your 
dealers, and on top of that, when we 
write them, you, personally, are given 
credit for the courtesy in sending the 
advertising. Now then, what can we 
do for you? Fire in your instructions. 
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Like a Blanket 


Benjamin advertising in magazines es 
of National distribution, reaching a pote Crystcel ) iim 
into commercial and industrial insti- a eee wae i_n 
tutions of every kind, maintains a ‘ Me ‘ 
constant contact with the biggest 
buying influences of the country. 


In August you will see in these 
dominant magazines advertisements 
telling of the merit and advantages of 
the Elliptical Angle Reflector, the 
Glass Steel Diffuser, the Two-Way 
Plugs, the Show Case Lighting Fix- 
ture and the Type R R Threaded Fix- 
ture. These advertisements reach 
thousands upon thousands of inter- 
ested buyers of this material, whether 
it is for commercial and industrial Signs 
lighting, for the wiring of new build- Pat 
ings, or for meeting many of the mer- BLA Ty 
chandising demands that the great 
spread of appliance acceptance is 
bringing to the industry. 


Then, in addition to all of this 
notable advertising that is spreading 
the name and fame of Benjamin 
along electrical lines, there is the 
advertising of Crysteel, which carries 
the name and fame of Benjamin into 
millions of homes and into thousands 
of trade outlets involved in the furni- 
ture and home furnishings markets. 
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PERTINENT SALES FACTS AND FIGURES _ | 








The information given on this 
page relates to no single manu- 
facturer’s products, and no pref- 
erence is intended, the purpose 
being to furnish general sales 
data of use to jobbers’ salesmen. 








What is the general purpose of 
electrical cabinets and_ cutout 
boxes ? 

They ‘are employed to enclose cut- 
outs, panelboards, distributing boards, 
and in many cases groups of switches, 
circuit breakers and similar electri- 
cal devices. In the wiring of build- 
ings such devices have to be enclosed 
to protect them from mechanical in- 
jury and also to protect persons from 
coming in contact with exposed cur- 
rent-carrying parts of such devices. 
Both cabinets and cutout boxes are 
usually made by different manufac- 
turers than those who make the panel- 
boards or other devices which are to 
be enclosed. 


How do these enclosures differ 
from each other? 

Cabinets are provided with frames, 
mats or trims in which are hung 
swinging doors, and the cabinets arg 
designed either for surface or flush 
mounting, most commonly the latter. 
Cutout boxes are designed usually for 
surface mounting and have swinging 
doors or covers which are secured 
directly to the walls of the box and 
have a flange which telescopes over 
the edges of the walls. 

Cabinets are used mostly for the 
enclosure of panelboards and as a 
rule are larger than cutout boxes. The 
latter are used chiefly for enclosing a 
relatively small number of cutouts or 
fuses and only infrequently serve as 
important distribution centers. 


Of what materials are cabinets 
and cutout boxes made? 

Formerly they were often made of 
wood with a lining of asbestos board 
or paper. This was especially true 
of cabinets, which were quite com- 
monly built on the spot and were 
therefore of rather crude construc- 
tion. Present rules require a more 
substantial lining for wooden cabinets 
so that it is practically as economical 
and certainly more desirable in every 
way to make them of metal. The 
standard practice now is to use sheet 
steel both for cabinets and cutout 
boxes and all these enclosures regu- 
larly sold in any quantity are made of 
this material. 


Data Sheet on 


Cabinets and Cutout Boxes 


For the construction of boxes or 
cabinets of up to 360 square inch 
maximum area or whose maximum 
dimension is not over 24 inches the 
standard sheet thickness is not below 
No. 16 U. S. gage; for boxes up to 
1,000 square inches or 40 inches 
greatest dimension the thickness is 
No. 14; for boxes to 1,500 square 
inch area or 60 inch dimension the 
thickness is No. 125; for still larger 
boxes it is No. 10 gage. For outside 
construction or in very damp places 
cast iron cutout boxes are in some 
instances used. 


What are the principal features 
of panelboard cabinets? 

Since cabinets are usually set flush 
in the wall, they have a frame or 
trim around the front surface which 
extends beyond the side walls of the 
cabinet and serves to cover the irregu- 
lar space between those walls and the 
plastering or other wall surface. The 
trim is often finished to correspond 
with the finish of doors and other 
interior finishings in the room or place 
where they are installed. Hung in 
the frame or trim is a door with latch 
or sometimes two doors are used if 
the cabinet is a very large one. The 
door or doors fit into a rabbet in the 
trim which makes a tighter and neater 
fit. 

Sometimes there is a door within 
a second larger door; in this case the 
inner door gives access to the switches 
of the panelboard, whereas opening of 
the outer door gives access to the 
branch-circuit fuses and often also to 
the circuit wiring. This is especially 
true in the case of safety type panel- 
boards. 

In theaters and other places of 
special hazard the cabinet must be 
entirely fireproof and its door should 
have a spring hinge and latch to keep 
it closed, or it should be hinged at 
the top so that it cannot be opened 
more than about 160 degrees; this is 
to insure that the cabinet will not be 
left open when the electrician is not 
actually working upon it. 


When are wiring cutters or com- 
partments required ? 
If the cabinet provides for more 


| In this department an effort | 
is made to give to jobbers’ sales- 
men a summary of general in- 
formation about different staple 
lines of electrical material. Tear 
out this sheet and save it. 





than four branch circuits it must have 
a back wiring compartment or side 
wiring spaces or side gutters, unless 
the circuit wires leave the cabinet 
directly opposite their terminal con- 
nections. The object of these wiring 
compartments or spaces is to give 
abundant room for grouping the mass 
of circuit wires that must be provided 
for in the case of the larger sized 
panelboards. 

When these wires are short and 
pass directly from the circuit termi- 
nals on the board to the knockouts in 
the cabinet without crossing each oth- 
er, of course it is unnecessary to pro- 
vide any extensive wiring space. 
Whenever wiring spaces or compart- 
ments are provided they must be 
covered and separated from the main 
part of the panelboard so that in case 
only one large door is provided for 
the cabinet, it will not expose any 
part of the wiring. 

In the construction of especially 
large or intricate cabinets doors are 
sometimes provided in the sides or 
back of the cabinet to give access to 
the wiring. 


What are the special require- 
ments of the weatherproof type? 

Weatherproof cabinets and cutout 
boxes are those installed outdoors or 
where there is considerable moisture, 
as aboard ship, in a steam laundry. 
packing house, dye works, etc. In 
such places the box must be so con- 
structed that a beating rain or con- 
siderable moisture running down con- 
duits or the wall cannot enter the 
cabinet or box. They must also be 
provided with suitable fastening for 
mounting. The hinges of the door 
must in this case be of cast metal or 
sheet bronze. 

Where conduits enter threaded 
holes the metal must be at least one- 
quarter inch thick. The body of the 
box itself should be heavier than for 
interior construction and if made of 
sheet steel lighter than No. 10 gage 
it must be heavily galvanized after 
forming and assembly. For larger 
boxes galvanized sheets may be used 
which must be heavily painted after 
assembly unless they are then gal- 
vanized. 
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Additions To Wetmore-Savage 
Sales Force 

Emil Hackel, formerly with Mce- 

Kenney & Waterbury, Inc., Boston, 

and Sebastian Small, formerly with 

the o:. 

joined the Wetmore-Savage Co. sales 


Boston Edison recently 


force. The following appointments 
were recently made in the heuseold 
appliance department: P. Ford will 
have charge of appliance sales at the 
Springfield, Mass., branch house; KE. 
Hureth, in charge of washing ma- 
chine sales; John C. Udell, in charge 
of ranges; F. Lowell Curtis, in charge 
of vacuum cleaner sales; William E. 
Harris, appointed Eastern New Eng- 
land handling appli- 


ances. 


representative 


* * * 


Two More Live Wires For 
Wahn Co. 

H. S. Chase and P. W. Chadbourne 
recently joined the sales force of the 
George H. Wahn Co., Boston. On 
June 9, the Wahn sales force co.n- 
vened at the Boston City Club and 
were addressed by Martin J. Wolf, 
of the Bussman Mfg. Co., St. Louis, 
who gave a very interesting talk on 
fuses and also spoke on the art of 


closing sales. 











ae P . 7 





Just before we snapped this “shot” of 
W. Gale Harvey, general manager of 
General Supplies, Ltd., of Calgary, Al- 
berta, we told him we would get a pic- 
ture of him that even his wife would be 
proud of. We leave it to you if he didn’t. 























Here are three familiar faces to Mid- 
dle Westerners. On the left is that au- 


gust personage, Fay Lomar, former 
salesman for A. T. Knowlson Co, De- 


troit, and now a purveyor of “Hemco” 
plugs for George Richards & Co. In the 
center is R. C. (Rut) Mellor, sales pro- 
motion manager and general propagan- 
dist for the F. Bissell Co., Toledo, and 
on the right is J. S. (Jack) Huff, “the 
guy wot does battle with manufacturers’ 
salesmen” for the same company; in 
other words, he’s P. A. 





Suggestion on Return of 
Materials 
Instructions regarding the return of 
goods or material are almost always 


overlooked by the customer when 
printed on the order acknowledg- 
ments, invoices, etc. The McGraw 


Co., of Sioux City, Ia., has had aston- 
ishing success through printing them 
in red ink on a small label, three or 
feur inches square, which is attached 
to the form. Then the customer no- 
The instructions read: “R-- 
turn of Goods or Material is not per- 


tices. 


mitted without our prior consent in 


writing (which, however, will not be ° 


withheld when reasons stated therefor 
are reasonable, in our judgment), in 
which case we will furnish Return 
Material Tag for identification of 
shipment; and goods or material re- 
turned without our consent and with- 
out such tag will not be accepted.” 











R. V. Pettingell Changes 

H. G. Corey, formerly with the 
U. S. Cartridge Co., at Lowell, Mass., 
has joined the staff of the R. V. Pet 
tingell Electric Supply Co., Boston. 
E. F. Belcher, who has been with this 
company for some time, has been 
transferred to city sales division and 
is covering Boston and vicinity. 


* * * 


A Jobber Was on the Job 


In the July issue of THe Josser’s 
SaLesMAN there is shown on page 6, 
in connection with the range article. 
a picture of the Sagamore Hotel in 
Rochester, N. Y., with a legend to 
the effect that the range order for 
his building was sold direct because 
no jobber was on the job. It ap 
pears that an injustice was done to 
the Wheeler-Green Electrical Sup 
ply Co., of Rochester as well as other 
local jobbers, all of which are, as is 
well known, live and energetic houses. 
In reality, the Wheeler-Green com 
pany, which wired the building and 
hung the fixtures, did make a strong 
bid for the business. The only 
reason for not furnishing the ranges 
was lack of profit, had they met 
competitive figures. 








“Yes, we have no bananas today,” says 
C. H. Albee, sales manager of C. S. Mer 
sick & Co., New Haven, Conn., comfort- 
ably seated on the porch of the Home- 
stead at Hot Springs. 
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Clearsite Fuses 


The greatest development in design and 
performance in plug fuses since the screw 
shell type has been in use. 


Made only by the pioneer manufacturer who 
blazed the trail of adoption and use of 
Renewable Fuses to the end of securing 
approval by Underwriters’ Laboratories 
and the great American public. 


Economy Fuse & Mfg. Company 


CHICAGO, U.S. A. 
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Inland Electric in New Location 
The Inland Electric Co., Chicago, 


announces that it has purchased the 
five-story building at 16-18-20 South 
Wells street, and will occupy its new 
home about August 1. 

The Inland Electric is a “going” 
concern. It is rated as one of the 
liveliest and most up-to-date electrical 
jobbers of the Middle West. Herman 
Larson, president of the company, is 


an energetic organizer and manager. 
He was born in Chicago on August 29, 
1883. After completing grammar 
school and night school he started to 
work as office boy, at the age of 13 
years, for John M. Locke & Co., at 
a salary of $2.50 a week. In 1898 
he worked for Estey & Camps for 
$5.00 a week, and later went to Mar- 
shall Field & Co., as stock clerk. In 
1901 he began his electrical career, as 
clerk for the Illinois Electric Co. At 


that place he advanced to bookkeeper 
and then to credit manager. In Jan- 
uary, 1913, he organized the Inland 
Electric Co. with E. A. Nyquist and 
Daniel Westcott, former employes of 
the Illinois Electric Co. The company 
prospered from the start. In 1916 
he bought out Mr. Westcott and in 
1918 Mr. Nyquist. Under Mr. Lar- 
son’s able management the “Inland” 
has shown steady growth. Its first 
year showed a stock of less than $10,- 












around 300 at baseball and 1,000 at business. 
players, Fred Block and Herb Oliver, more interested in the 
C Miss Meyer, score keeper, and 
Miss Dickinson, mascot, both of the office force. 
home-run order always gets this sort of approval from your 
Herb Oliver, and supporting him are Dick 


score keepers than the game. 


sales manager. 


The Pacific States Electric Co. of Se- 
attle, Wash., had a ball game between 
Photo 1 
shows the married men—left to right, 
first row, D. L. Plantz (assistant treas- 
urer), Harry Stout, L. N. Zant, C. B. 
Ebright; second row, same order, C. D. 
(sales manager), Lester Sim- 
mons, Fred Block, Herbert Oliver, Jim 
The single ones, No. 2. include 
Vernon Smith, Oliver Abel, L. J. Smel- 
ser, Vern Harrison, Joe Tilley, S. A. 
Cain and Walter Shaw, not forgetting 
(3) you can 
tell that Jim Stuart is a heavy batter— ‘ 


the married and single men. 


Russell 


Stuart. 


Miss Dickinson, mascot. 


(4) Two star 
on the left. 
(5) A 


home. 


(7) 


Russell on the right 





and D. L. Plantz (assistant treasurer) 


(6) Two out and bases full and Fred Block 
clouted the ball into left field. 
Dick Russell up. 
with the single men, looked up, caught his wife’s eye in the 
grandstand and blew this one. 


Being married he stole 
(8) V. D. Harrison, playing 
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bbers’ sales- 
Look at the Jo 

an! Isn’t he the lucky 
m . 
cuss ? 


Every once in a while the 
breaks go his way. 


The best break he’s had _ 
ears came when Bryon 
wall a Tumbler Switch. 


After months spent ohare 
: i 
perimenting and te = 
Bryant 2951 was put o 
market. 

It was the first nape 
Switch that really worked a 
the time. | 

It was the Tumbler Switch 


itin 
that the trade was waiting 
for. 


i i en 
It was received with op 
arms. 


How Easy. 








in the 
This advertisement appears as cae 
August 1923 issues of Pat 
tailing, Electrical at a 
Electrical Record, Journa a 
‘ricity and National Electragist. 

















YOu HAVE ALWAys WANTED 
A TUMBLER SWITCH 
THAT WOULD. 


1 Always Work’ without fail, 


2 Gois a thin Partition, 


3 Look Well on the wall. 














No. 2951 Sin, 
with Por 


Ble Pole Switch 
Celain Cup 


The demand for r 


hese Settches has 4 
We are tery by ‘y 


making them bur 


GIVING YOU WHAT YOu WANT] 





Show ing Indic ating Feature 


cen wery gr, 


We can take 


HERE Js THE TUMBLER 
SWITCH THAT YOu 
ALWAYs WANTED 

1 


It has a Mechanism that can’t Stick 


2 Ieus only 15%, inches deep 


3 his Neat in 3PPearance ang the plate 
is flar. 

4 Iris Made sin 

or four-point, 

SiON cups, in 

type, 

Bryant Distributors 


The Single Pole, Porcelain CUP costs 
$0.45 list; Other Pres are in Proportion, 


gle and doub] 
1 porcelain 
lever - Opera 


© pole, three 
and compo- 
ted or lock 


2 A 


in 89 Cities sel] it. 








QD 





No. 2963 Thre 


¢- Point Switch 
With Comp, 


OSition Cup 


atifying ang 4 krowing con tantly, 


‘are of 
tobber about delig Cries, 


JOU? orders tog, 


AA your 
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342 Madison Ave. 
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Herman Larson 





000. . Today its stock will inventory 
well over $300,000. 

The new home on Wells street is 
in the heart of the wholesale district 
of Chicago. It is now being remod- 
eled. The front half of the first floor 
will be one of the most up-to-date elec- 
trical stores in the country. One side 
of the store is reserved for radio; the 
side, retail] counter; rear, 

service counter; center, 
appliances. Large show windows in- 
vite the public in. Over the rear half 
of the first floor is a mezzanine floor 
on which will be the operating depart- 
ments, purchasing agent, stock clerks, 
city sales force and city order depart- 
ment. The rear half of the first floor 
will consist of stock bins and shipping 
The basement will be used for 
On the second floor will 


opposite 
wholesale 








room. 
heavy stocks. 
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New Home of Inland Electric 








be located the general offices and also 
an up-to-date fixture department with 
a well appointed display room. 

The building has a frontage on 
Wells street of 60 feet and a total 


“floor area of 27,600 square feet. 


* * * 


Joint Jobber-Dealer Campaigns 
in Birmingham 

Dealers in Birmingham, Ala., are 
cooperating under the leadership of 
the Matthews Electric Co. to con- 
centrate upon certain seasonable lines 
and push them at the appropriate 
times in the form of intensive cam- 
paigns. The campaigns are con- 
ducted jointly under the names of the 
Matthews company and the retailers 
who are cooperating. Cooperating 
dealers display identical window 



















Louis D. Carroll 


trims which naturally causes a lot of 
comment on the part of the public. 

It boils down to the fact that this 
jobber has had an inspiration to give 
the dealers some real live publicity 
practically free of charge and trouble. 
They appreciate the assistance that 
the jobber gives them and as a result 
are disposed to look on his goods with 
favor. 


* * * 


Broadening of Carroll Electric 
Activities 

The Carroll Electric Co., Washing- 
ton, D. C., which recently bought out 
the Chesapeake Electric Co., 28 S. 
Calvert street, Baltimore, Md., has 
operated the latter as a branch office 
since May 1. The Baltimore branch 
warehouse is in the charge of T. 
Grant Hardesty, who for the past 20 


Harry R. Carroll 





years has been connected with the 
electrical supply business in the city 
of Baltimore. Louis D. Carroll, vice- 
president of the company also makes 
his headquarters in Baltimore. 

The Carroll Electric Co. was es 
tablished in 1900 and specializes in 
electrical supplies and equipment, and 
is exclusive distributor for a number 
of nationally known manufacturers. 
Stock is carried both in Baltimore 
and Washington and the territory 
covered consists of the states of Mary- 
land, Virginia, Delaware, parts of 
Pennsylvania, West Virginia and 
North Carolina. Officers of the com- 
pany are: President, Harry R. Car- 
roll; vice-president and director of 
sales, Louis D. Carroll, and secretary. 


Harry W. Clayton. 







Harry W. Clayton 
Copyright by Harris & Ewing 


Baltimore Electric’s New Jack- 
sonville House 

In order better to handle the ex- 
treme southern territory and insure 
more prompt receipt of material, the 
Baltimore Electrical Supply Co., will 
cpen a branch store at 17-19 Ocean 
street, Jacksonville, Fla., on August 
1. It will be run as an entirely sep- 
arate corporation called. the Jackson- 
ville Electrical Supply Co., Inc., of 
Florida, The officers are: President, 
W. J. Flannery; secretary and treas- 
urer, J. J. Smith; sales manager, Os- 
car A. Flannery. 


The premises will contain about 
6,000 sq. ft. with warehouse in the 
rear, a stock of approximately $35,000 
to $40,000 being carried. The terri- 
tory being covered will be the southern 
portion of Georgia and the entire state 
of Florida. 
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P&S 
Short Back 
Canopy Switches 


P&S 3302 
For };” Metal 


P&S 3303 
For 4” Metal 


































P&S 3300 


For ;;” Mctal 


P&S 3301 


For 4” Metal 


Canopy Switches are the logical control for the Popular Candle Fixtures shown in the 
Better Studios. 
Rotary make~and-break Movement is simple, strong, smooth and snappy. Rating: 3 Amperes—125 Volts. 


Switch will not become loose. The Sleeve-nut locks the body firmly in place — Button and Sleeve- 
Nut are easy to refinish. 


Wires are anchored to interior and protected — the insulation enters the body and will not crack or 
break. Shallow Back — x inch deep. 


The Better Jobbers carry P & S Canopy Switches 


Three-color Folder just off the press — 
Ask for Form 1430 


(Dass & Seymour, Inc. Solvay, N. U. 
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It is only fair to state that this group from the Columbian Electric Co. of St 


Joseph, Mo., was snapped at the rear entrance. 


Left to right: O. C. Rhodes, lamp 


specialist; Byron Callaway, sales department; T. O. Strong, Sec’y-Treas., and C. A 


Brown, construction. 





An Ode To Shipping 


Departments 
One of the big jobbers out in the 
Golden West received this letter a 


short time ago. He sends it along and 
suggests the above title: 


Men 


men may go, but boneheads, like Ten- 


Gentlemen: may come and 
nyson’s babbling brook, go on forever, 
and get more bony day by day. I 
arrived home from my trip north feel- 
ing at peace with all the world, and 
then today, on the anniversary of the 
San Francisco earthquake, I discov 
ered a shipment of wire at the So and 
So R. R. 
purple, and the air became blue, and 
if: J 
clutches, who was responsible for this 


depot. I promply turned 


had the guilty wretch in my 


shipment, flowers and slow music 
would be the order of the day. It 
would seem that the shipping depart- 
ment, where brains are required, is the 
last place where brains are put. I 
that the Lord 


created the world, it never occurred 


have an idea when 
to him that there would ever be such 
a place as a shipping department, and, 
therefore, he made no provision for 
shipping clerks, and so they seem to 
be reeruited from the ranks of occu- 
vations that require no brains, such as 
automobile mechanics, or wireless nuts 
And then 


again, may be the instructions which 


or something of that sort. 


you issued to the shipping department 
are in English, whereas perhaps the 
individuals therein can only read Yid- 
dish, or Irish or Spanish or Wop. I 
need this wire badly, so I have ac- 
cepted it, but would like to make a 
suggestion for your shipping depart- 














Butte Electric Supply Co, Butte, Mont. 
ladies first, so on the left you see real 
co-operation between “May” and Roy Mc- 


Donald 
other two are 
and J: i. 


means 


W. 


more 
E, 


Busey, with the straw hat. 


lamp sales. The 


Graham, treasurer, 





ment when it is moved into the new 
building. Being in the electrical busi- 
ness, and as Charlie told me you ar 
going to have the most complete 
electrically equipped building in crea 
tion, I would suggest that you have a 
large electric sign made, and hung up 
in the shipping department, reading 
“All Shipments to Jones Must Go Via 
Speed R. R. Freight.” Underneath 
this, hang a spiked club, a skull and 
cross-bones, and a large bottle of 
cyanide of potassium, a rope, a 45 
calibre pistol, and a shotgun, also a 
barrel of quicklime, so that shipping 
clerks who disobey instructions will 
realize What may happen to them if 
they fail to heed the warning. 
* * * 
Death of C. A. Jewett 

C. A. Jewett, vice-president of the 
George Worthington Co., Cleveland, 
died June 25, a few hours after 
he was stricken with apoplexy in his 
office. 

Mr. Jewett was 63 years old, be- 
gan his career with the Worthington 
company as an office boy 48 years ago 
and rose from the ranks to the office 
of first vice-president 

He was a thirtv-second degree Ma- 
son and a member of the Chamber of 
Commerce, the Cleveland Athletic club 
and the Shaker Heights Country club. 

* * * 


Sager Opens Branch At Lynn 
The Sager Electric Supply Co., 


Boston, Mass., recently opened a 
branch office and warehouse at Lynn. 
Mass., located at 71 Blake St. Wil- 
liam Loffey is in charge. 

John Dunn, formerly city salesman, 
has taken over the Southern Massa 


chusetts and Rhode Island territory. 











We might call this the “Irish Brigade.” Look close and you will see a little bit of 


Erin in each 


face. 


And they are all scrappers. 


Their names? First to the left is 


W. C. Wurfel, president of the Electric Supplies Distributing Co. of sunny San Diego, 
Calif. The other scrappers are: Fred Goos, S. T. Hall, Grant Guthrie, Bazal Guthrie, 


Bart. Murray and Frank Wherry. Now you know they are Irish. 
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Satisfaction All Around 


The only kind of a business deal any decent man wants 
to have anything to do with, is the deal that brings gain to 
everybody. 

When you sell ‘‘Union”” Renewable Fuses, you and the 
retail dealer are satisfied because you te 
both make a good profit and are absolu- 
tely certain that you will not receive a 
‘kick’ later, due to the fuse not giving 


honest service. 


e 4 | inl 
MA Mn a@ 
RENEWABLE FUSES 


The consumer, too, will be satisfied because he will find that 


99 






















UNION 
ety 


“Union’’ Renewable Fuses are the easiest and quickest to renew and 





that they withstand the greatest number of blowouts. Consequently, 
he will find that the 





“Union” Saves More than ANY Other Renewable Fuse 











If that is the kind of goods you have found it most profitable to sell 
—goods that give satisfaction all around—then let us tell you more 
about “Union” Renewable and Non-Renewable Fuses. Send today 
for our Catalog No. 29. 


CHICAGO FUSE MFG. CO. 


Manufacturers also of Switch and Outlet Boxes, 
Cut-Out Bases, Fuse Plugs, Fuse Wire and Automobile Fuses. 


CHICAGO NEW YORK 
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Increase the Lighting Function 
of a Fixture 

M. Luckiesch, director of applied 

science, Nela Park, Cleveland, made 

a plea at the recent lighting fixture 

convention in Buffalo for greater con- 

sideration to be given to the illumi- 











Herman Plaut, President Council 
of Lighting Fixture Mfrs. 











nating function of lighting fixtures. 
He gave actual demonstrations also 
of the artistic effects and relief from 
glare which can be accomplished with 
modern illuminating glassware. 

About 60 members were registered 
at this meeting of the National Coun- 
cil of Lighting Fixture Manufactur- 
ers, June 26 to 28. Plans for general 
publicity to popularize the lighting 
industry’s slogan, “Notice the Light- 
ing Equipment” were discussed in de- 
tail. Up to that time $114,604 had 
been pledged to the campaign for 
popular publicity. 

Officers of the Council for the en- 
suing year are: President, Herman 


Plaut; vice-president, D. C. De- 
Lancey; treasurer, B. F. Klein. 
Chas. H. Hofrichter is secretary, 
with headquarters at 233 Gordon 


Square building, Cleveland. 
* * * 


Telephoning Over Power Lines 
Telephoning over power transmis- 
sion lines became an established fact 


a few weeks ago when executives of 
large power companies from various 





sections of the United States for- 
mally opened the new high frequency 
automatic telephone system on the 
lines of the Consumers Power Co. of 
Michigan. ‘The celebration was in 
charge of B. E. Morrow and C. W. 
Tippy, officials of the Consumers 
Power Co., who were first to talk over 
the new system. Each visitor, as he 
was allowed to hold conversation 
with the load dispatcher and opera- 
tors in a power plant 50 miles dis- 
tant, marveled at the extremé clear- 
ness with which conversation could 
be conducted. 

This system has just been installed 
by engineers of the Westinghouse 
Electric & Manufacturing Co., who 
were also present at the opening. 
Only two sets are cdmpleted, these 
being located at Jackson and Battle 
Creek, Mich. While these two cities 
will be able to use the apparatus, 
four other similar sets will be in- 
stalled. In all there will be 600 
miles of transmission line utilized for 
telephone service when the system is 
completed. 

The system as worked out is quite 
flexible. Two frequencies are used. 
The dispatcher’s set transmits ap- 
proximately 50,000 cycles and _ re- 





ceives 60,000 cycles. The transmit- 
ter at Battle Creek transmits 60,000 
cycles and receives 50,000 cyeles. 
In effect, there are two transmitting 
sets and two receiving sets in servic 
working through single telephone in- 
struments with the result that the 
service is duplex and both parties 
may talk and listen simultaneously. 
*% * * 


Electrical League to Meet at 
“The Island” 


Camp Cooperation III of local elec 
trical leagues, under the auspices of 
the Society for Electrical Develop- 
ment, will be held at Association Is- 
land, Henderson Harbor, N. Y., Sep- 
tember 16 to 19. Invitations have 
been sent by the Society to electrical 
leagues and clubs and to others inter 
ested in local co-operative activitics. 
Every effort has been made to reach 
all groups and individuals who should 
be included in a conference of this 
sort, in order that the discussions may 
bring out all viewpoints from all sec- 
tions. Bulletins will be issued at fre- 
quent intervals from Staff headquar 
ters of the Society, supplying all 
necessary information to those plan- 
ning to attend. 











First Get Together Meeting of Cleveland Fixture Manufacturers 


From left to right: 


Mr. Jeavons, The Perfeclite Co.; H. Kronenberg, member, 


Acme Mfg. Co.; Louis Kronenberg; E. O. Fox, superintendent, Kayline Co.; B. F. 
Klein, member, The Kayline Co.; A. C. Hofrichter, president of the club, Crescent 
Brass Products Co.; Mr. Raschke, superintendent, Crescent Brass Products Co.; L. 
Klein and G. J. Klein, Novelty Lamp and Shade Co.; Primo Mazzolini and Urban, 


Mazzolini Artcraft Co. 
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“RING AND TALK—DON’T WALK” 


<Q 











INTERTALK MULTIPLE TELEPHONES 


DeVeau Multiple I[ntercommunicating 











Pattern No. 2822 


system “D’’, 





As 





Pattern No. 2618 





Pattern No. 2521—Type B 





DeVeau “Intertalk” 
Maltiple Telephones rper- Pattern No. 386 
mit of only one conversa- 


tion at a time, as all talking is 
on a common-talking circuit. Push 
buttons are used only for ringing de- 





Connection Strip Cat. No. 405 


sired stations. When talking to one sta- 

tion, other stations may be brought into confer- 

ence by simply pressing the buttons of the additional 

stations desired. In this way all stations may be cut 

in on the talking circuit at the same time and a conference Telephone 
held from any station with any number of other stations, the 

same as if the parties were called toacentral point. All connections 

are restored to normal by replacing receiver. To answer an incoming call 

it is unnecessary to press an answering button—simply lift receiver and talk. 


MANUFACTURED BY 


STANLEY & PATTERSON 


INCORPORATED 
250 WEST ST., NEW YORK 








Telephones are recommended for 
installations where service from 
stations is not sufficiently 
heavy as to require our 
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EALER confidence is a source 

of great satisfaction to manu- 
facturers, distributors and salesmen 
alike. For one to possess a definite 
knowledge that dealers exert a con- 
scientious effort to dispose of one’s 
product is priceless. It radiates a 
feeling of security. Through un- 
solicited testimony, dealers in 
Williamson Lighting Fixtures are as- 
serting their confidence in the entire 
line. The fact that distributor’s 
salesmen are successfully developing 
this one virtue of dealer evolution, 
which outshines all others, is due to 
the reliability of Williamson Light- 
ine Fixtures. By reliability, as 
dealers see it, is meant a fixed qual- 
ity rigidly maintained; trust-worthy 
shipments; and a merchandising 


R. WILLIAMSON & CO. 


New York :: Chicago :: San Francisco 
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policy unimpeachable in its logic 
and purpose. Williamson Lighting 
Fixture dealers are practically unani- 
mous in their acclamation that R. 
Williamson & Company have at- 
tained that which all good manufac- 
turers value above all else—a record 
of consistency of a high quality of 
merchandise plus merchandising 
ability. [hese two factors deter- 
mine a manufacturer’s success. 
-Dealers confidence in the reliability 
of Williamson Lighting Fixtures and 
merchandising policy proves that 
dealer esteem 1s reaching 1mmeasur- 
able proportions. Using dealer con- 
fidence as a basis, salesmen for dis- 
tributors of Williamson Lighting 
Fixtures are building permanent, 
srowing accounts. 


R. WILLIAMSON & CO. 


New York :: Chicago :: San Francisco 
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Mess call brought together this bunch of live ones from Cabell-Irby Co., Jackson, 


Miss. Left tg right, rear row: 


T. B. Cabell, president; G. E. Waddell; S. C. Irby, 


vice-president; Forrest Selman; F. A. Olander; Miss Onie Moak; Eugene M. Erwin; 


A. L. Tramel, and John B. Collins. 


Front row: 
Philip Irby, H. N. Griffith, Jr.; Ollie Allen, and Spencer Boston. 


C. A. Zehnder; J. E. Ramsey; 








The Inside Blues 
By W. J. Day 





This is part of a poem read by Mr. 
Day, manager of the inside sales or- 
ganization of the Pettingell-Andrews 
Co., Boston, at one of their recent 
sales meetings. 











Said the Inside Crew to the Outside 
Men, 

“We've begged no help since God 
knows when! 

But your orders are awful, and come 
so fast, 

We've no joy in living as long as you 
last!” 


“Now, when, in the course of business 
events, 

Your trade orders something they 
need— 

For God’s sake find out just what 
they want, 

And write it out so WE can read!” 

“For there are troubles galore on the 
inside, 

And maybe you have yours too, 

But your work is our worry, so much 
that we’re sorry 

To belong to the same crew yith you!” 


“Two six circuit dead front panel 
boards! 

A carload of wire—no size! 

An order of sockets—minus descrip- 
tion! 

That’s the pepper you throw in our 

eyes.” 


“An order can’t go by both freight and 
express, 

Nor express if it should go by boat. 

These are a few things ‘in addition’ 

That pester the Inside’s goat.” 





“Conduits sometimes are flezible, - 
Galvanized, rigid or black— 

All we can do is guess and ship,— 
Till the customer sends it back!” 


“Ship by boat from Pawtucket!’ 

That’s Nell White’s favorite phrase. 

To straighten out Mike Flemming 

Takes us days—and days—and 
days!” 


“Then there’s Kaiser, Worssam and 
Parkhurst, 

And Hanlon, and Jewett and Hope! 

They put things through—big orders 
too— 

With only a half of the dope!” 


“And some others who cause lots of 
worry 

Are Sullivan, Price and Foote— 

All of their hurry causes us worry, 

But brings us much business to 
boot.” 





“Smith likes Vermont and its people 

And the wonderful business from 
there, 

While Riley and Whelen, if we could 
but nail ’em, 

What things we could mention right 
here.” 

“So there you are, a fine lookin’ lot— 

Almost as fine lookin’ as we— 

An there’s a road to fame in this sell- 
ing game, 

But that road, none of you see!” 


These are our blues—the Inside Man’s 
Blues, 

And we wish they’d get fewer and 
fewer. 

But day by day in every way 

We’re getting bluer and bluer and 


| heed 


bluer! 





* * * 





Joint Convention of Light 
Associations 

An important electrical event in 
Middle West circles is the joint con- 
vention of the Great Lakes Division 
of the National Electric Light Asso- 
ciation (third annual) and the In- 
diana Electric Light Association 
(fifteenth annual). This will be held 
at the French Lick Hotel, French 
Lick, Ind., September 26 to 29. 

2 


New Home For Syracuse West- 
ern Electric Co. 

The Western Electric Co. of Syra- 
cuse, N. Y., has moved to its new 
home, located at 980-988 South Salina 
street. It is now housed in a modern 
fire-proof building, with much im 
proved shipping facilities and great- 
ly increased floor space. 













































A group of salesmen from the Canadian General Electric Co., Winnipeg—Left to 
right—H. Sherwood, H. A. Huffman, F. W. Patterson, R. F. Johnson, J. W. Hall! 
D. V. Reddin, A. DeStanville, W. H. Dudley. 
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Every user of current needs Fuse Plugs and needs remind- 
ing. Here’s a bright, colorful reminder that all but puts 
the goods in your customer’s hands. 


The H&H Plugs show their handiness too plainly to need 
much “‘pushing”’ to the consumer. 
you don’t even have to push them across the counter! 
a self-serve outfit, to be set where you want a profit off 
idle counter space. 


It will add a sale to almost every other sale made in your 
store. 


First—Watch the FIRST Box Sell 


For a quick introduction—so you'll need the sooner to 
send a quantity order to your Jobber—have us ship you direct ONE 
Display Carton of a dozen Home Packages, to retail at $3.00. Tear 
off the bottom of this page, enclose $2.25 with the coupon, giving 
name of your Electrical Distributor. 


With this new ener 
ts 


Chehandyway to sell 
Che HANDY fuse plug: 
Sut this display con- 


tainer on your counter 


ahome package of HH Renewable Fuse Plugs 


This box says to your customer: Take a package!—3 complete 
plugs and 3 extra re-fills, 25c. 
convenience sake, 7ake One! 


For economy's sake, for 


Pull the plug apart to see if 
<= fuse has blown. Slip in a re- 
SJ fill and save 42 per cent. of 
. the cost of a new plug. 
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RT GO HEGEMAN MFG. Co. 
HARTFORD, CONN. 


GENTLEMEN: SEND ONE of the Counter Display 
Cartons containing a dozen Home Packages of H & H 


Renewable Fuse Plugs to 








Our Jobber is:— 
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One hundred and twenty-four Denzars were installed in this school by the Cole Bros. 


Electric Company of Waterloo, Iowa. 


It is the McKinley Junior High School of 


Waterloo; another like it, the Roosevelt Junior High, has an equal number of Denzars. 


The Buying Season for Schools is Here 


July and August is the buying 
season for schools. Equipment 
of all kinds is considered, pur- 
chased and installed during these 
two months so that everything 


will be in readiness when school . 


opens. 

On new buildings, the School 
Board, the School Superintendent 
and the Architect are each vital 
factors in the sale of lighting 
equipment. On old _ buildings 
only the first two mentioned are 
usually active. But with either 
new or old school buildings an 
order for lighting equipment 


amounts to hundreds and fre- 
quently to thousands of dollars. 
Here, then, is summer business 
for the jobber salesman, and of 
sufficient size to warrant his de- 
voting considerable time to help- 
ing his dealer get it. On your 
very next trip ask each dealer 
about school lighting because 
many towns are building schools. 
Our advertising in leading school 
publications has made Denzar 
known to school boards, hence 
Denzars are easy to sell. We'll 
give you lots of help—just tell us 
the town where you need it. 


Beardslee Chandelier Mfg. Co. 


218 So. Jefferson St- DEBEAR chicazo, Illinois 


The manual training room of the McKinley Junior High School, Cedar Rapids, Iowa. 
Denzar is used in every room of the modern school building. 
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Window Trims That 


Create Sales 
(Continued from page 12) 

its application is an everyday affair 
with you, does not mean that the 
public, generally, is familiar with it. 
The ignorance of the public on things 
electrical is still shocking. Make the 
windows tell and tell and tell. 

In the remaining picture is shown 
a window which is physically almost 
perfect in finish and decoration whici: 
not only attracted but held for a con- 
siderable length of time a large ma- 
jority of the passersby. This window 
de luxe is one arranged by the Me- 
Graw Co., of Sioux City, Ia. Not 
every dealer’s window, of course, will 
furnish you with such abundant op- 
portunities. But nete the simplicity 
—just a few of eleganc:, 
grouped not too stiffly and the effect 


pieces 


is marvellously attractive to the eye. 
Look at it as long as you like and 
nothing jars your senses. It is of 
harmonious blend throughout. 














Miss M. K. Grant, of the Northland 
Electric Supply Co, Minneapolis, Minn. 
is one of the few women in the jobbing 
business having actual charge of sales 
promotion on motors and appliances. She 
became interested in things  electrica! 


while at High School and attained her 
present position through real 
for motors. 


fondness 
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FOUR STAR WINNERS 


These jobbers’ salesmen won the ten Grand Prizes in the 
National Lamp Works’ Four Star Contest just concluded. 
Upper center—W. M. Kline, Iron City Electric Co., first 
prize; upper left—W. H. Webster, Kennedy Webster 
Electric Co., second prize; upper right—T. F. McManus, 
Chas. B. Scott Co., third prize; lower right— W. E. Potter, 
Burghardt & Hauff Electric Co., fourth prize; photo not 
shown of W.J.Annear, Marshall-Wells Co., fifth prize; 
lower center, Hart S. Anderson, Electric Supply Co., 
sixth prize; lower left—H. J. Gebler, G-Q Electric Co., 
seventh prize; photo not shown of H. A. Holden, R. M. 
Laird Electric Co., eighth prize; right center—Wm. F. 
O’Donnell, Sweeten & O’Donnell Co., ninth prize; left 
center—David E. Aarons, Wellsbach Gas Lamp Co., 
tenth prize. In addition to these, 239 other jobbers’ 
salesmen were awarded prizes in the Four Star Contest. 




















The Four Star Contest was conducted on the assumption that 
there are four basic things which the dealer-agent can do to 
increase his sales—use effective window displays; employ store 
displays that remind customers of lamps; talk lamps to every- 
one who comes into his store; and go outside his store after 
lamp business. The successful sales experiences of 3,000 Four 
Star agents indicates that the assumption is right. 


Each of these labels represents a Sales Division equipped to give a complete lighting service. 


NATIONAL 


MAZDA LAMPS 





y NATIONAL LAMP WORKS (77 


F GENERAL ELE 
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Here’s a Real Talking Point 


§ The sturdy ribs that back up the strong 
yet pliable wall of Flextube is one of 
the excellent features that make 


F lextube 


the non-metallic conduit that is easiest 
to sell contractors who appreciate a 


quality material. 















§ You can bend, twist and kink Flextube with- 
out injury to the wall. And the oval shape of 
the ribs around which the cotton is woven gives 
a smooth non-friction interior that makes fishing 
of wires easy. 









National Metal Molding Company 


1312 FULTON BUILDING 
PITTSBURGH, PA. 










Represented in All Principal Cities 




















The bright and shining countenance of 
H. C. Dickinson appears on the above 
snapshot. “Dick” as he is familiarly 
known to the trade in Indianapolis, is 
store manager for the Indianapolis Elec- 
tric Supply Co. 





Alexander & Lavenson’s New 
Building 

The Alexander & Lavenson Electric 
Supply Co., of San Francisco are now 
located in their model building, having 
moved in June 1. This is located at 
the corner of Howard and Mary 
streets, and is 50 feet by 160 feet. 
There are two main floors and a mez- 
zanine, making up a total of 20,000 
square feet of floor space. The offices 
have been located on the mezzanine 
floor, and the general lay-out is for 
efficiency in handling the business. 














Alexander & Lavenson Building 


Very few steps need be taken for con- 
tact between one office and another. 

It is practically a daylight building, 
yet the artificial lighting has not been 
neglected, and at night the building 
is brilliantly illuminated. 

An interesting feature is the heat- 
ing, which is accomplished entirely by 
“Wesix” electric air heaters, and a 
total load of 40 K. W. has been in- 
stalled in the offices and store end of 
the building. Electric power rates in 
California now permit the extensive 
use of electric heat. 
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Whether the building 
is a new one or an old one 





Put your wires on the. 
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This new lamp gives 
the dealer extra profits 


Sales Off the Beaten Path 


(Continued from page -13) 


| mobile manufacturer. Here was a 
| wonderful opportunity. This par 


| 


Display a few Moon Clamp Lamps in odd positions and see the folks | 


stop and look! People who had no idea of buying a lamp will come in 
for a Moon— it's so different, clever, useful and such a bargain. 


It brings you new customers. Many buy more than one. And regular 
customers coming for, say a few Mazdas, see the Moon and buy. 


It attracts attention like an interesting novelty. It sells fast because of 
its wonderful clamp, adjusting features, instant operation and remark- 
able variety of uses. 

Get this lamp on display while it is 


still new. Make these extra sales 
and get these extra profits. 


Dealer 









price 


Only 
$1.30 


Each lamp packed in indi- 
vidual carton, 12 to a 
shipping package. 
Write us today for 
sample package and 
we'll see that you 
get it througn 
jobber or direct. 





JOBBERS 


The text above is an example of our advertising to the dealer. The cut 
is one of our general publicity illustrations. Many of your dealers will 
undoubtedly want Moon Clamp Lamps. They will sell lots of them. 
Will you be the one to supply them? Write or wire today for samples 
and terms. 


Wilson Utensil Co. 


Dayton, Ohio 


ticular manufacturer made = all his 


| radiators and gasoline tanks, and 


was using muriatic acid in very large 
quantities. It was a_ very large 
plant, and I had to content myself 
with the opportunity of submitting 


| samples of our salts for testing pur- 


poses in their production department. 
This I did, and it was approximately 
two months afterwards before we se- 
cured any real order from them, but 
when we finally did secure their trial 


| order, it called for 2,000 pounds. 


“Reporting back to the jobbing 
house with whom I was working, the 
sales manager decided to have his 
men find out from all the different in- 
dustrial plants on which they called, 
whether or not soldering flux could 
be sold in other departments besides 
the electrical. 











If you ever have the pleasure of meet- 
ing W. C. Mainwaring, district sales 
manager of the Northern Electric Co., at 
Vancouver, B. C., you will find in him a 
real “personality.” A visit with him is 
an inspiration for any electrical man 
The smile he wears is only one indica- 
tion of his genial nature. 
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To eliminate the frequent bother and danger caused 
by the loosening and accidental separation of socket 
shell and cap — Cutler- Hammer designing engineers 
have developed a new strong snap lock. 


This lock, used on C-H Push Sockets, holds shell 
and cap in firm alignment, easily withstanding the side- 
wise pressures and strains to which sockets carrying 
shades and used on portable or adjustable fixtures are 
subjected. And strength against such strains is much 
more difficult of attainment than strength against 


straight pull only. 


In fact, for all fixtures and portable lamps that are 
handled frequently and where the current is turned 
“on” and “off” at the socket—the strong cap lock and 
shell construction of C-H Push Socket insures safer 
and better service. 


THE CUTLER-HAMMER MFG. CO. 


Switch and Specialty Dept. 
Works: MILWAUKEE and NEW YORK 
Offices and Agents in Principal Cities 


em; 





* e grasps ee shade of 

N ot Loosened b y Sidewise jatsable fectore te 
change the position of the lamp. 

Thestrong cap lock on C-H Push 


Strains nor Weight of Shade“ 








The “C-H” Trade- 
mark is stamped on 
all Cutler-Hammer 
Push Sockets. 


On factory type adjustable lamps and 
brackets, the sockets must withstand 
buffeting around. 


For small all-round portables the strong 
snap lock of C-H Sockets easily supports 
the shade and holds cap and shell together. 



















Cc PUSH SOCKETS 


CUTLER -HAMMER BRASS SHELL TYPE—WITH NEW SNAP LOCK CAP 
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THERE ARE NOW 4 


POINTS OF SUPERIORITY IN THE WAKEFIELD 

















66 ”7 ONLY 
THROUGH 
Red Spot’ Hanger [3s 
SOLD : 
ONLY 
manoucs | A NEW ‘ckst, specially de 


veloped for us by Pass 


& Seymour, permits the “Red Spot”’ 
Hanger to be quickly wired without dis- 
assembling the socket from the hanger 
—thus saving considerable time. When 
you save workmen's time, you save 


contractors’ money. 


There are many money-making reasons 


why you 


should recommend ‘Red 


Spots” to your trade. Why not pocket 


bigger profits on commercial lighting 
work? Other Jobbers are doing it. 


You can. 


“Red Spots” are 
wired and hung 
quickly — that 
means profit. 





“Red Spots” hang 
right and look right 
that means satis- 
faction. 








When a pleased customer 
pays you big _ profit, 
you Te sitting pretty. 


The F. W. Wakefield 


Brass Company 


Elberta Street wt 
VERMILLION, OHIO ‘| 


Factory warehouse stocks carried at 
910-912 Howard St., San Francisco and 
236 S. San Pedro St., 
Geo. A. Gray Company, 
Representatives. 


Los Angeles, by 
Pacific Coast 






“Red Spot’’ 


as good 


Hanger has been 
adopted as standard by many of the 
discriminating distributors and 
installers of commercial lighting equip- 
You cannot buy or make a 
for equal money. 
“Eleven Points of Superiority’ 
you the reason why. Send for yours. 


tells 























“It was not long before this par- 
ticular house was selling flux in very 
large quantities to the different can 
manufacturers, automobile radiator 
manufacturers, manufacturers of tin- 
ware of all kinds, manufacturers of 
wash boilers, tea kettles, flashlights, 
batteries, fuses, etc. 

“The soldering flux business was 
not only of a very large volume in it- 
self, but it brought to this particular 
house more sales of solder, «blow 
torches, soldering irons—in fact, it 
was the means of building up.a very 
large department, that catered “only 
to the soldering supplies.” 

The lesson to be learned from the 
foregoing applies not only to solder- 
ing salts but to small motors, 
switches, instruments, heating de- 
vices, ete., used in manufactured 
products as well as intercommunicat 
ing systems, flood lights, portable 
tools and a hundred other things 
where the real man to sell may be in 
some part of the plant not ordinarily 
reached by the salesman. 





Wheat Is Manager In Portland 

W. W. Wheat was recently ap- 
pointed to the Portland managership 
of the North Coast Electric Co. 











J. J. Perry, sales manager, Carter Elec- 
tric Co. Atlanta and W. A. Kennedy, 
sales manager Sibley-Pitman Electric 
Corp. New York at the recent Hot 
Springs convention. Sinan 


















August, 1923 THE JOBBER’SfAJSALESMAN 68 


fl] Marwel o 


































The new Arrow Convenience 
Outlets have this remarkable one 
piece contact and binding post— 
“the best thing in engineering de- 
sign I’ve seen’ —one of the prominent engineers of Stone 
and Webster described it. The assembly of a great many 
separate parts, with the accompanying risk of loosening in 
service, is entirely eliminated. 






8251 Single 
8248 Duplex 


This substitution of a single metal forming for a large 
number of loose pieces is another instance of the value of 
Arrow Electric engineering to the electrical trade. 

THE ARROW ELECTRIC CoO. 


HARTFORD, CONN. 


Z\RROW 


The complete line of Wiring Devices 
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Recommend Peirce House Brackets 




































tke Perrce 153 


HOUSE BRACKET 


Many construction men prefer the 
use of D. G. D. P. Insulators for 
house service connections. The 


Peirce 153 is the ideal Bracket for 


this type of construction. 


Made of presteel—it is both light 
and strong and the resilient spring 
thread is your best assurance 
against insulator trouble. 


Of course, it is the double hot dip 
salven‘zed the Hubbard way. 


Several styles of presteel brackets, 
single and multi-point for both 
light and heavy duty are regularly 
carried in stock. 


HUBBARD Se COMPANY 


PITTSBURGH CHICAGO 











Made in Canada by N. SLATER CO. LTD., Hamilton, Ontario 
























B. B. Downs 
(Continued from page 21) 
rate. In 1913, Nathan N. Harlow, 
who was treasurer of the company, 
sold his interest to Mr. Downs, who 
then became president and treasurer, 
which position he still holds. In 
1913, the company became an agent 
jobber of the Westinghouse company. 

Today, Mr. Downs believes, there 
is a better opportunity to succeed in 
the electrical business than ever be- 
fore. Water-power developments 
will make available an unlimited sup- 
ply of electricity so that the coming 
generations will truly live in an elec- 
trical era.. In electricity on the 
farm, and particularly in the great 
development of electric cooking, does 
Mr. Downs foresee unlimited possi- 
bilities. 

He is a radio enthusiast as well. 
He is interested in it personally and 
also because he sees in this business 
the long-sought opportunity to fill in 
the normal valley in the jobber’s 
business curve during the months of 
January, February and March. Like- 
wise, through the aid of radio, job- 
bers possibly will be able to develop 
more and better retail outlets. 

Mr. Downs is a great believer in 











Tom Rhodes came up from Texas 4 
short time ago and joined the sales or- 
ganization of the Western Electric at Los 
Angeles. Tom is sensitive about being in 
the lime light, so the photographer 
snapped him in the shadow. 
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438 Inquiries the First 60 Days 











National Metal Molding Company 


N 
WC: ROCINSON NATIONAL PRODUCTS 
C.E.CORRIGAN 
VICE PRESIDENT 
H.H. ROBINSON 
TREASURER 


0.€. FELIX 
EEN GENERAL OFFICES 


c. F. HOLOSHIP 
PITTSBURGH, PA. 





SALES SUBJECT TO STRIKES, FIRES, ACCIDENTS, DELAYS OF CARRIERS, OR OTHER CAUSES UNAVOIDABLE OR BEYOND OUR CONTROL 


June 15, 1923. 


Mr. Howard Ehrlich, 

Electrical Trade Publishing Co., 

Chicago, Ill. 

Dear Sir:- 

We are pleased to advise that a total of 436 

inquiries have been received from the 1925 EMF ELECTRICAL 
Year Book. 

This looks to us as if the years total will far exceed 
that of 1922. i 


Very truly yours, 


TIONAL ME LDING COMPANY 


Grant Davis/RD Advertising Manager 











— 


Proof of the Effectiveness of Representation in the 
EMF Electrical Year Book 
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and sirong and the resilient spring 
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against insulator trouble. 


Of course, it is the double hot dip 
calven‘zed the Hubbard way. 


Several styles of presteel brackets, 
single and multi-point for both 
light and heavy duty are regularly 
carried in stock. 


HUBBARD & COMPANY 
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Made in Canada by N. SLATER CO. LTD., Hamilton, Ontario 
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who was treasurer of the company, 
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1913, the company became an agent 
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the electrical business than ever be- 
fore. Water-power developments 
will make available an unlimited sup- 
ply of electricity so that the coming 
generations will truly live in an elec- 
trical era.. In electricity on the 
farm, and particularly in the great 
development of electric cooking, does 
Mr. Downs foresee unlimited possi- 
bilities. 

He is a radio enthusiast as well. 
He is interested in it personally and 
also because he sees in this business 
the long-sought opportunity to fill in 
the normal valley in the jobber’s 
business curve during the months of 
January, February and March. Like- 
wise, through the aid of radio, job- 
bers possibly will be able to develop 
more and better retail outlets. 

Mr. Downs is a great believer in 











Tom Rhodes came up from Texas 4 
short time ago and joined the sales or- 
ganization of the Western Electric at Los 
Angeles. Tom is sensitive about being in 
the lime light, so the photographer 
snapped him in the shadow. 
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TIONAL ME LDING COMPANY 
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A. C. Watthour Meters Model M2 


Twenty-nine years 
of service 


Duncan meters have been on the market since 
1902 and during these twenty-nine years they 
have worked their way into every civilized 
country on the globe. No improvement in the 
meter art has escaped them, and at no time 
have they failed to represent the acme of efh- 


ciency and dependability. 


The history of Duncan Meters has played a 
prominent part in the art of meter building 
since its inception. Duncan Meters have kept 
pace with every modern requirement of the 


time. 


Consequently, jobbers’ salesmen find prospec- 
tive dealers possess an intimate knowledge of 
their qualifications and are susceptible to quan- 


tity purchasing. 


DUNCAN ELECTRIC MFca. Co. 
LAFAYETTE 


Builders of Electricity Meters since 1902 


INDIANA 








co-operation and is active in associa- 
tion work. Incidentally, the St. Paul 
Electric Co. was one of the very first 
members of the E. S. J. A. and Mr. 
Downs is a member of the Radio and 
Home Appliance Committees. He is 
also a member of the St. Pau! 
Athletic Club and Automobile Club. 
He enjoys motoring and is a fisher- 
man of some note. There are claimed 
to be 10,000 lakes in the region 
adjacent to the Twin Cities and Bert 
Downs has fished all of them. But 
neither motoring nor fishing are his 
Just work. 
* - 


Thirty Years Growth of 
General Electric Co. 


Retirement of Chas. A. Coffin from 
active leadership of the General 
Electric Co. was deemed a fitting oc 
casion to review the growth of the 
company, accomplishments and con 
tribution to human well being during 
the 30 years of his remarkable serv 
ice. This has been done in a 32-page 
booklet just issued by the company. 
Among other things of interest it is 
shown that in 30 years the annual 
sales have grown from $12,000,000 
to $243,000,000; value of plants from 
$4,000,000 to £167,000,000; num 
ber of employes from 4,000 to 74,000. 





















hobbies. 

















* 












































Rise up liars and salute your king. 
John Caesar McNally, Illinois salesman 
for the Manhattan Electrical Supply Co.. 
St. Louis. He has been in every country 
on the globe, including Sing Sing, and 
has hunted everything from fish-worms 
to elephants. Incidentally he is some 
salesman. 
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The above illustration shows a_ novel 


thumb-tacked to a hinged display board 






culars is arranged in bins which are num- 
bered to correspond with those on the 


sible for the idea. 











ire not cut off at the elbow, as would 
‘ppear from his picture in the group of 





where in this issue, we are printing this 
ne taken a day later. In this picture he 
“all there” as you can see. 









‘Familiar Faces at ‘The Island’”, else- | 


method of classifying dealer bulletins, in | 
use by the Boggis-Johnson Electric Co., | 
Milwaukee. A sample of each bulletin is | 


and is given a number. The stock of cir- | 


display board. Carl Thalmans of the Bog- | 
sis-Johnson pricing department is respon- | 





To prove that J. O. Wetherbie’s arms | 













Progressive electrical jobbers everywhere 
use Heinn-Badger binders. The loose-leaf 
system is the most practical and effective 
method of issuing a catalog—for both sales- 
men and general trade use. 


Your Heinn-Badger catalog is always new— 
it can be changed every day if you desire. 
Merchandise and prices can be instantly 
listed, changed or removed. Sheets are 
always in perfect alignment—their insertion 
and removal is done in a jiffy—no tearing 
down of the entire binder, which is usually 
necessary with others. When your catalog 
is a Heinn-Badger it’s new and newsy as 
a newspaper. 


Let us tell you how you can profitably use 
the loose-leaf system. This information will 
not obligate you. Write today. 


The Heinn Company 


Originators of the loose-leaf system of cataloging 


351 Florida St. Milwaukee, Wis. 
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Some Light on 10 Points in 
Radio Merchandising 





Aids In Preparing Plans for Fall and Winter Business 


URING this summer, the trade 
D may be said to have perfected 

its organization and it has 
been considering with much care some 
of the more fundamental factors and 
problems affecting the state of the in- 
dustry. It knows now how to buy and 
what the public demands. It knows the 
reputation of most of the remaining 
radio manufacturers, and it is ap- 
proaching the 1923-24 season with 
general confidence that the radio 
business can be and will be operated 
along sound merchandising lines and 
with resulting substantial profits. 


One additional tendency must not 
be overlooked, and that is the evolu- 
tion of the radio manufacturer. The 
reaction of the summer of 1922 dis- 
couraged many manufacturers who 
were not properly equipped to serve 
the public. The increase of public 
knowledge of the selection of appara- 
tus and the spreading reputation of 
the reliable radio manufacturer has 
gradually reduced the manufacturing 
field to a comparatively small number 
of genuine manufacturers who are able 
to produce uniform, scientically con- 
structed radio apparatus and to dis- 
tribute it under established policies 
whicly are in accordance with the 
interests of the electrical trade. 


In looking forward to the coming 
radio season there are many questions 
which arise and which are being dis- 
cussed today by the electrical trade. 
Some of these permit of much specu- 
lation and, consequently, a wide diver- 
sity of opinion. With so little ex- 
perience back of us, no man can pre- 
dict with certainty the future but it 


By DOUGLAS A. GRAHAM 


Secretary Dayton Fan and Motor Co. 


is by the interchange of opinion that 
good judgment may be developed. 
With this thought in mind, it may be 
of interest to discuss some of these 


questions. 
* * * * 


Will There Be Any Radical 
Change in Radio Apparatus? 

This question is probably of finst 
importance, as it involves the decision 
as to how far the jobber is warranted 
in anticipating his requirements. The 
writer does not believe that there will 
be any radical change in what might 
be termed the “fundamental instru- 
ments” involved in radio reception. 
By “fundamental instruments” is 
meant instruments for introducing or 
varying the inductance and capacity 
of a receiving set. The best known of 
these instruments are—the variometer, 
varicoupler and condenser and there 
seems to be no question as to the con- 
tinuance of the present form of 
these instruments for at least several 
years to come. Transformers also are 
here to stay and while there will be 
varying forms of transformers placed 
on the market from time to time, the 
principles governing their design are 
so well fixed that, at least in the case 
of audio frequency transformers, it is 
very doubtful that anything new or 
radically different will be forthcoming 
in the near future. 

Other details of a receiving set; 
such as, sockets, binding posts, fixed 
condensers, switch points, etc., are 
minor items and while they may be 
made still more attractive and possibly 
more convenient, there will be no 
radical changes which will tend to 





obsolete stocks which the trade might 
purchase in advance of requirements. 
Tubes will, undoubtedly, be developed 
to a greater extent, but by the use of 
socket adapters and possibly other 
minor accessories, there is no reason 
to expect that any change in the tube 
will tend quickly to obsolete any of 
the other apparatus which will be on 
the market this coming winter. 
There is one element of this question 
which has not yet passed the experi- 
mental stage. This is the best type 
of circuit for general use. Each sec- 
tion of the country seems to prefer 
its own set of circuit diagrams and 
there is as yet no very substantial 
agreement on this subject. Until this 
time, by far the majority of the home- 
made sets have been based upon the 
regenerative principle and the de- 
tected signal has been amplified with 
audio frequency transformers. Radio 
frequency transformation has been 
much in evidence, but as this follows 
audio frequency in the public mind, 
less attention seems to have been paid 
to the production of a radio frequency 
circuit which will produce the desired 
results when constructed by the ama- 
teur. Of late, more information has 
been forthcoming on the question of 
radio frequency amplification and it 
is believed that the popularity of this 
type of circuit will grow rapidly and 
will take its place among the best 
circuits demanded by the public during 
the coming year. Radio frequency 
has advantages over the other circuits 
which have been used, and the writer 
believes very strongly that the most 


(Turn to Page 71) 
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The Most Efficient Compact Inductance Ever Used in Radio 


¢ 











Interchangeable 
with all 
Coil Mountings 














Vi 


Use CibEeJiewlee Coils for 


receiving over the entire range of broad- 
cast wave lengths— 
228-546 METERS 


HERE are two reasons why Giblin-Remler Coils constitute the very best system of 

broadcast reception under the new assignment of wave lengths for broadcasting sta- 
tions ranging from 248 to 546 meters. First: The coil is so designed as to have maximum 
inductance, minimum distributed capacity, and minimum high-frequency resistance for a 
given number of turns. These are the three features most essential to obtain maximum 
signal strength and maximum selectivity. 








Second: It is pos- 
sible, by the use of 
the accompanying 
table, to select a sin- 
gle set of coils for 
use with condensers 
of .001 mfd. capac- 
ity, that will effici- 
ently cover this en- 
tire range of broad- 
cast wave lengths. 





Accu- 


and Number of 
urns, Mounted 
and Number of 
urns, Unmounted 
ys at 1000 cycles 
Accuracy 1%. 
Wave Length 
Range in Meters 
High Frequency 
Resistance in 
Ohms at Wave 
Length shown. 





Price, Mounted 
using Condenser 
Z lof .001 max. and 
-00004 mfd. min. 





Price, Unmounted 
in micro-micro-far- 


ads, 


in Meters, 
4 
3 


racy %%. 


Accuracy 4%. 
Natural Wave Length 


DistributedCapacity, 
D 
J 











Inductance in Milli- 
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Furthermore, the 
use of Giblin-Rem- 
ler Coils insures 
greatest possible 
flexibility. By 
merely changing 
one or more of the 
coils your set may 
be made to cover 


These tests have been made by Robert F. Field of Cruft High Tension Electrical Labora- any desired range 
tory, Harvard University, Cambridge, Mass. 7 
of wave lengths. 


REMLER RADIO MANUFACTURING COMPANY 


Factory and Home Office: 248 First Street, San Francisco, Cal. Eastern Sales Office: Chicago, i 
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New Radio Products, Illustrated 












The Michigan “Midget” model MRC-10 is another 
addition to the line of radio products manufactured 
by the Michigan Radio Corp., Grand Rapids, Mich. 
Some of the features of this receiver are: long distance 
reception; selectiveness; ease of adjustment; sharp- 
ness of tuning; wave length up to 600 meters; port- 
ability, operates on standard dry batteries. It can he 
used with one or more pairs of headphones or can be 
used with any one or two stage amplifier for loud 
speaker reception, and has been primarily designed 
for home radio reception. Owing to its size and 
compactness and the. fact that it can be operated 
with any of the dry cell tubes, equally as well as with 
standard 6-volt tubes, the “Midget” has met with the 
universal approval of campers, tourists and resorters. 
It is self contained in a mahogany. finish cabinet. 
Dials have been eliminated because of difficulty in 
adjustment, highly polished levers being used instead 




















taction. 


as levers afford greater ease of operation. It is a 
long distance receiver and guaranteed to give satis- 















Below are featured three products of the Alden 
Mfg. Co., 52 Willow street, Springfield, Mass. The 
vernier dial shown on the left gives vernier adjust- 
ment to any condenser, variometer or variocoupler at 
a small cost. It eliminates capacity effect and noises 
arising from poor connections in extra plate vernier 
condensers. It helps to make long distance records. 
Its ease of operation, positiveness and fineness of ad- 
justment are exceptional. The “Na-Ald” two-in-one 
socket shown can be used with either the W. D. 11 
or the 200 series tubes. It provides wiping contact 
and is unbreakable. A sturdy socket for the G. E. 
No. 199 dry cell tube is the “Na-Ald” special socket. 
It is moulded from genuine Bakelite. The heat from 
soldering connections will not affect this socket. 




























Here is the phan- 
tom view of the 
type 125-A receiver 
developed by _ the 
Allen D. Cardwell 
Mfg. Corp. 81 
Prospect St, 
Brooklyn, N.Y. 
The cut indicates 
the type of hinged 
cover, how the ven- 
tilating bezels are 
cut in the rear cab- 
inet wall, the 
staunch frame used 
to support the 
socket shelf, trans- 
formers, etc. 




















The Betts & Betts Corp., 645 West 48rd 
street, New York City, has introduced, in addi- 
tion to its radio receivers, a line of console 
cabinets, which are handsome in appearance. 
The cabinet shown above is the “CSL-18” type. 
It is made of solid mahogany, and when the re- 
ceiver is in operation the cover of the cabinet 
lifts up like a phonograph. The controls are 
in plain sight and within easy access, the tubes 
being fully visible. The small cut-off switch is 
designed to throw the set into operation with 
one movement. 











Features of the audio frequency 
amplifying transformer developed by 
the Eisemann Magneto Corp., Brook- 
lyn, N. Y., are that the ratio of sec- 
ondary to primary turns is 9 to 1, and 
the distributed capacity of the sec- 
ondary winding is relatively low, due 
to the design. Full advantage is 
derived from the stated high-winding 
ratio. The input impedance is 
matched to the output imipedance of 
the standard vacuum tubes at present 
available. As the magnetic circuit is 
broken or interrupted at one point 
only, the core has extremely low re- 
luctance, with consequent reduction to 
a minimum of the leakage flux. It is 
therefore possible to shield the entire 
unit in a metal jacket without increas- 
ing the losses of the transformer. 
Provision has been made in the sec- 
ondary winding against burn-outs, due 
to the high frequency surges usually 
encountered when changing from one 
stage to another during operation. 
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marked development of the season of 
1923-24 will be the recognition of the 
value of radio frequency transforma- 


tion. 


Will 1923-24 Business Be Greater | 


Than That of the Previous 
Season? 
Unquestionably it will. Radio re- 
ception is here to stay and has only 
just reached the stage when it may be 


considered as a permanent part of | 


public requirement. Its appeal _ is 
both to pleasure and business and its 
possibilities are too great to indicate 
anything but an enormous business in 
the future. Last year’s purchases of 
vadio equipment by the electrical job- 
ber stood second in the list of the 
items required by the trade and this, 


with the experience we have had and | 
considering that the first reaction has | 
passed, seems to leave little doubt of 


the future demand. The requirements 
of the public have hardly been 


touched. The number of receiving | 


sets in each resident block of our 
bigger cities will scarcely average one, 
and the potential demand is enormous. 

The farmer has only just begun to 
appreciate radio reception—yet, his 
need is perhaps the greatest. With 
the continuance of efficient production 
and with stabilized distribution and 
sound merchandising methods, radio 
business cannot help but increase— 
not only in the coming year but for 
many years in the future. 


What Kind of Men Should Manage , 


the Jobber’s Retail Department? 
This is a question in which all job- 
bers are interested. The first men to 
undertake this sort of work were our 
wireless amateurs and, consequently, 
in many cases they were little else but 
scientific enthusiasts. It takes more 
than scientific knowledge to run a 
business properly and it took the trade 


some time to realize this. Merchan- | 
dising radio does not differ radically | 
from merchandising any other speci- | 


alty and the same qualifications would 
be required for the manager of one 


department as for the manager of | 
another. In short, a manager of a | 


radio department should be a good 
business man with sufficient knowl- 
edge of radio technic properly to 
mould his opinions and adapt his pol- 


icies to the particular needs of this | 


work. 


Should the Jobber’s Radio Sales- 
man Be a Specialist? 

A year ago the answer would have 

been “Yes.” Today and for the next 








Mr. Jobber— 
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We Guarantee 


| Kellogs RaDsolquipment 


ce ee a 


Every Live Radio Dealer 
wants to Display This Sign 





because— 


Guaranteed products of high quality 
move fast, resulting in maximum 
profit and minimum sales expense. 


Kellogg radio equipment stays sold, 
it produces definite results satisfying 
the most particular radio fan. 


The Kellogg Switchboard & Supply 
Company have manufactured high 
grade telephone equipment for over 
twenty-five years and today occupy a 
prominent place among radio manu- 
facturers. 





No. 6A Headset 


Three good reasons why Kellogg 
radio apparatus will increase your busi- 
ness are: 


FIRST—A better grade radio prod- 
uct is being demanded by the radio 
fans in general and Kellogg radio ap- 
paratus fulfills the greatest expectations 
of radio. 


SECOND—In actual service Kellogg 
radio equipment proves that it is un- 
equalled. 

THIRD—Kellogg radio parts are 


handsome in appearance—the result of 
highest grade workmanship. 





No. 605 Variable Condenser 


Do not wait for your dealer to ask 
for Kellogg radio apparatus. Be first 
to suggest a good thing to him. 


Cash in now on the constantly in- 
creasing radio business by stocking 
Kellogg radio apparatus. 


Dealer literature and window dis- 
play cards furnished. 





Write or wire for prices and dis- 
counts today. 


No. 501 Variocoupler With 
No, 502 Coil - 


KELLOGG SWITCHBOARD & SUPPLY COMPANY 
1066 W. Adams St. 
CHICAGO, ILLINOIS 


KANSAS CITY SAN FRANCISCO PORTLAND 


COLUMBUS 
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New Magnavox 
Combination Set 


A2-R insures convenient 
and perfect Radio reproduc- 
tion. Consists of Magnavox 
Reproducer with 14-inch 
horn and 2-stage Magnavox 
Power Amplifier, as illustra- 


ted. $85.00 





























Radio takes another step for- 


ward with these wonderful new 
Magnavox devices 


HESE new Magnavox Products,—extending 

and supplementing the already famous Mag- 
navox line—give energetic Radio salesmen their 
supreme opportunity. 


The Magnavox line now includes an ideal appa- 
ratus for every purpose of Radio reproduction and 
amplification, in a range of sizes and prices placing 
them within reach of all. 


An extensive series of trade publications for 
August is being used to announce (in double page 
space) these important new Magnavox models to 


‘your customers. 


Following theseannouncementsto the retail trade, 
the new Magnavox Products will be advertised 
through full pages in the Saturday Evening Post, 
Literary Digest and a strong list of other publica- 
tions reaching all classes of Radio users. 


No wireless receiving set complete without 
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From the beginning of the Radio Industry, 
salesmen have recognized that Magnavox prod- 
ucts embody the most efficient principles of de- 
sign and the highest merchandising standards. 


This superiority now becomes even more 
manifest through the new Magnavox models 
here shown. 


The Magnavox Line 


There is a Magnavox for every 
Receiving Set 


Magnavox Reproducers 


R2—Standard Magnavox Electro-Dynamic Reproducer 
with 18-inch curvex horn, in new acoustic finish. 


| NC ss 


R3—Standard Magnavox Electro-Dynamic Reproducer 
with 14-inch curvex horn, in new acoustic finish, 
as illustrated. The most popular and largest selling 


Reproducer. Price. . . . . . . 35.00 


M 1— New Magnavox Reproducer requires no battery for 
the field and has been developed to meet the require- 
ments of dry battery Receiving Sets. With 14-inch 
curvex horn, in new acoustic finish. Price 35 .00 


Magnavox Combination Sets 
SINGLE UNITS 
Al-R—This new model consists of Magnavox Repro- 
ducer with 14-inch curvex horn and 1-stage Mag- 
navox Power Amplifier, in new acoustic finish, 
as illustrated. Equipped with a modu/ator to control 
volume—a unique Magnavox feature. 


ee werent i RRS 


A2-R—This new model consists of Magnavox Repro- 
ducer with 14-inch curvex horn and 2-stage Mag- 
navox Power Amplifier, in new acoustic finish, as 
illustrated. Equipped with modulator to control 


veletnes:'Pidpea yet, . ot. =, bo GRRE 


Al-M—Same as Al-R but with the new Magnavox 
Reproducer M1 which requires no field battery. 


a oe a 


A2-M—Same as A2-R but with the new Magnavox 
Reproducer M1 which requires no field battery. 
ERS ee 

TWO UNITS 
Two units consisting of AC-3-C Magnavox 
Power Amplifier and R2 Magnavox Reproducer. 


Pert ese ee ee. eS 


Two units consisting of AC-2-C Magnavox 
Power Amplifier and R3 Magnavox Reproducer. 


il iF RS ig Ss ts 





Magnavox Reproducers and Amplifiers; 


Magnavox Power Amplifiers 


A1—A new model to meet the demand for a 1-stage 
Power Amplifier. Special finish metal case, as illus- 
trated. Connections efficiently provided for by 


Bakelite terminal board on back. Price $27.50 


AC-2-C—Standard Magnavox Type 2-stage Power Am- 
plifier with Bakelite panel, in highly finished hard- 
wotlive Pax. 2, 2 2 55.0 


AC-3-C—Standard Magnavox Type 3-stage Power Am- 
plifier with Bakelite panel, in highly finished hard- 
eed cate. Peis Gor SS 75.00 


Extension of Selling Plan 


In announcing through National and Trade 
Advertising the new Magnavox models here 
shown, we take occasion to announce also an 
extension of our Selling Plan which involves 
the recognition of Registered Magnavox Dealers 
in every community. 


This Selling Plan enables us to assure the 
Dealer even greater sales cooperation than 
hitherto. Every Registered Magnavox Dealer 
will receive regular, efficient and valuable 


Sales Helps. 


Registered Magnavox Dealers, in short, will 
be considered by us in the light of our own 
local branch stores—and be assisted accordingly. 


This important step involves efficient mer- 
chandising principles which will benefit the 
jobber’s salesman no less than the salesman’s 
customers. 


It is now possible to concentrate upon one 
complete line of Reproducers and Power 
Amplifiers, whose quality is known through- 
out the world, and whose popularity has done 
much to extend the use of Radio equipment. 


Of spectal interest. to the salesman 
are the new Power Reproducers 


Al-R and A2-R and also the new 
Reproducer M1 for dry battery sets. 


THE MAGNAVOX COMPANY 
Oakland, California 
370 Seventh Avenue, New York 


World pioneers in the development and manufacture 
of sound amplifying apparatus. 
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Big Volume 


from 


Bradleystat Sales 


For big orders and quick turnover, the 
Universal Bradleystat has no equal. One 
Bradleystat operates ALL tubes and is a 
complete stock in itself; no need for half 
dozen rheostats, all slow movers. Brad- 
leystats move fast; dealers like them; re- 
peat orders are big and come often. 


Widely advertised in 
leading radio papers 


Predominating space has been used for 
nearly two years in leading radio papers, 
such as 


Radio News 

Radio Broadcast 

Radio 

QsT 

Wireless Age 

Electrical Merchandising 
American Radio Journal 
Radio Dealer 

Electrical Retailing 


Radio dealers know the merchandising 
advantages of the Universal Bradleystat. 
Orders for fall are ready to 
pick. Get busy, the Universal 
Bradleystat NOW. 


business 
push 


Write for the latest data and sales plans 
to help dealer sales. 










Electric Controllin 
492 Clinton Street, Milwaukee, 


o Apparatus 
Wis. 








year, the writer thinks that this is no 
longer necessary. The reasons for 
this opinion are largely those ex- 
pressed under the preceding head. The 
jobber’s radio salesman must be a 
salesman first of all and if he is such, 
he can handle the technical matters 
which will require his attention when 
dealing with the radio buyer, as he 
will be in the near future. He should, 
however, have a fair working knowl- 
edge of radio reception and, without 
question, he should have a set of his 
own. ‘These qualifications, however, 
can be acquired by any good’ jobber’s 


salesman. The writer does not in- 


' tend this statement to mean that there 








is any objection to a separate radio 
department employing only radio 
salesmen. The greatest objection how- 
ever, to this form or organization lies 
in the fact that there will always be 
seasonal element in the radio business 
and it will be extremely difficult to 
organize an efficient force of exclu- 
sively radio salesmen throughout the 
year. 

Shculd Jobbers Sell Radio at 

Retail? 

This question has been advanced 
on many occasions but it does not seem 
that this properly belongs to a dis- 
cussion of radio merchandising. The 
same rules which apply to this ques- 
tion would also apply to the selling of 
other electrical supplies. The real 
answer lies in the relation between 
the jobber and the dealer and as it is 
generally admitted that there is no 
real distinction between the jobbers 
selling at retail and the owners of a 
jobbing house also owning a retail 
store, there seems to be no valid rea- 
son why the jobber should not sell 
radio apparatus at retail, provided he 
sells it at retail prices and provided 
further that he is a real jobber and is 
entitled to jobbers’ discounts. 


| Should the Jobber Sell Other Than 


Electrical Retail Stores? 

This is unquestionably a subject 
much discussed at the present time 
and it will probably continue to be a 
subject for discussion for another 
year. The solution of this problem 
lies in the completion of the stabiliz- 
ing process, to which reference has 
already been made. The radio in- 
dustry must find its definite channels 
once found they must be 
adhered to. It seems to 
be clear that the regular elec- 
trical retail channels have become 
and should remain the major part of 


and, 
strictly 








INSIDE COIL MOUNTINGS 





Type 3-A 
$5.00 


Patent Applied For. 

“Honeycomb Tuners” will soon mark the 
difference between the old style short wave 
variocoupler-variometer receiving set and 
the newer more efficient all wave instru- 
ment. The chief reason is because of the 
inevitable necessity of changing the wave 
lengths now used for broadcasting due 
to the ever increasing interference between 
stations. When this is done it will be 
impossible to hear much that is going 
on with the ordinary set having a wave 
length range of 250 to 500 meters, whereas 
with the “Honeycomb Tuner” it is simply 
necessary to “plug in” larger coils. 
Furthermore, “Honeycombs” have always 
found much favor with the amateurs and 
are considered the most efficient form of 
inductance. Closer tuning, greater selec- 
tivity, greater range, no dead end bss, 
and ease of operation are some of their 
outstanding qualifications. 

The WIRELESS ELECTRIC Inside 
Mounting makes it possible to use 
“Honeycombs” to the greatest advantage. 
Mounting the coils inside the panel! elimi- 
nates body effect without the necessity 
of shielding, besides adding considerably 
to the convenience and appearance of the 
set. A vernier adjustment is obtained by 
the slow moving cam, allowing positive 
and effective operation. The bearings are 
made adjustable so that any desired ten- 
sion on the dial may be obtained. A 
standard, three-inch, dial may be used. 

The type 2A mounting may be used as 
a single circuit tuner with “tickler”’ 
while the 3A provides a separate induc- 
tively coupled primary coil making what 
is commonly called a three circuit tuner. 


These mountings are especially well 
adapted for use in new circuits such as 
Flewelling, Super Regenerative, Neutrodyne, 
and others. 


Sold cron Jobbers Only 
Send for Circulars 


Wireless Electric Co. 


Pittsburgh, Pa. 


204 Stanwix St. 











| Patent Applied For. 
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the radio distribution system. How- 
ever the nature of public demand for 
radio differs somewhat from the pub- 
lic demand for other electrical prod- 
ucts and, for this reason, it is quite 
possible that other channels may be- 
come permanent through the operation 
cf this demand. It is impossible to say 
-xactly what channels will supply de- 
partment stores, furniture stores, mu- 
sic houses, and other similar places 
where radio apparatus is now being 
sold. These channels will, however, 
work themselves out and it will have 
to lie with the electrical trade for 
some time to judge the circumstances 
by local conditions and to ‘sell ‘or not 
to sell these outlets as its best judg- 
ment indicates in each case. In the 
long run, these channels of supply 
will be dictated by the service that can 
he rendered—and if the electrical 
jobber will equip himself to supply all 
of the demand, he will probably se- 
cure the major portion of it. 


How Shall the Electrical Jobber 
Sell the Rural Radio Trade? 


Unquestionably, there is a large 
rural demand for radio apparatus 
among the farm communities. This 
demand is only just beginning to 
awaken and someone must supply it. 
The electrical] jobber is under a severe 
handicap, as the buyers are so scat- 
tered that his men can hardly afford 
to work the territory as intensively 
as this demand will require. This 
same problem has arisen in the sale of 
other electrical items and as the job- 
her was unable profitably to obtain 
much of this trade, it has gone through 
the mail to the mail order houses in 
the bigger cities. With the advent of 
this radio demand, however, the job- 
ber now has an additional line which 
appeals to the farm trade and it is 
not improbable that this line may be 
combined with other electrical lines 
so as to make it profitable for the job- 
ber to work the rural communities as 
le has not been able to do in the past. 
lf this does not prove feasible, there 
does not seem to be any other way to 
reach this trade except through mail 
order methods. 

Patent Situation. 

The patent situation in regard to 
radio is a most unfortunate condi- 
tion. Our patent system is designed 


to protect all of the people and to put | 

knowledge and | 
In general during | 
past years, our patent laws have | 


‘ premium upon 
original thought. 


‘overed the situation as they were in- 
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“UNITED” Service 
To Our Dealers Better than Ever 


We have moved into our new million-dollar plant 
with nearly twelve acres of floor space; and a splendid 
precision tool equipment. 

There will be no further trouble in keeping up with 
the tremendous demand for “United” Radio Specialties. 


“United” Amplifying 


Transformer 


Magnetically shielded in a shell 
of our own design. Sells on sight 
because of its trim compactness 
and fine finish. List price $4.50. 


“UNITED” Variable Condensers 
43, 23, 11, 5 and 3 plate, sold with or with- 
out dial and knob. Prices on application. 


“UNITED” Vernier Dial Assembly, attach to any rotary 
plate condenser, by drilling one hole. Gives a remark- 
ably fine control. List price - - - - $2.50 


Send for Lists and Discounts on “United” Quick 
Selling Radio Accessories 


United Mfg. & Distributing Company 
9705 Cottage Grove Avenue, Chicago, Ill. 


New York Office: 50 Church St., New York, N. Y. 
San Francisco Office: 709 Mission St., San Francisco, Calif. 















































Made to meet a demand for quality 
—highest efficiency, 3 plate, 23 
plate and 43 plate sizes. rotor. 


The Wireless Mfg. Co., 


Here’s a Pair of Winners 





The Carco Coupler 


Just the thing for the popular re- 


The Wimco Condenser 
ceiving set. 


contacts. 


We invite Dealer and Jobber Inquiries. 
Send for literature and prices on Wimco socket for W D 11 tubes. 


Manufacturers—Distributors 





Bakelite tube and 


Silk covered wire, perfect 


Canton, O. 
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Frost-Radio 


Extension 








TOP and consider, Mr. 
Jobber’s Salesman, how 
many thousands upon thou- 
sands of loud speakers have 
been sold by your dealer- 
customers. Every user who 
has a loud speaker is a pros- 


tension Cord. 


These handy 
cords eliminate 
the need for un- 
sightly wires 
along the ceil- 
ing from room 
where set is 
. kept to the loud 
speaker. Made in various 
cord lengths, and in two 
gradesof cord. Priced right. 


FROST-RADIO 








A typical example of Frost-Radio 
quality and value is this fine 
double-slide tuning coil. A big 11 
inch coil, finely made throughout, 
and guaranteed to be extremely 
selective, for a remarkably low 
price. No. 410 Frost-Radio Tuning 





Coil. 
$300 
HERBERT H. FROST, inc. 


154 West Lake Street 
CHICAGO 











Cord {30 ft.} | 
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tended to, but in the radio industry 
it must be said that there has been a 
surprising disregard of patent rights. 
It is not the intention of the writer to 
discuss the rights or ethics of existing 
patent claims but he does believe that 
the right of patent holders should not 
be disregarded, either in the interests 
of fair play or in the interest of the 
stablization of the radio industry. It 
is not possible for each jobber to 
pass upon the patent claims that are 
outstanding today and he can only 
lend his moral support to legal re- 
strictions on these matters by not en- 
couraging those whose apparatus 
seems to infringe the spirit if not the 
letter of the law. By following this 
policy, the jobber will be saving the 
industry from unfair competition 
which will eventually reflect on his 


|| own prosperity. 


Prices and Price Cutting 
“What is going to happen to retail 














One of the popular fellows and good 
golfers at the recent G. E. Distributors’ 
meeting at Association Island, was E. 
E. Bucher, sales manager of the Radio 
Corporation of America. 








remore than half sold 














Supplies well bought— 


This applies to radio merchandise 
as well as any other. 


Nationally Advertised 


“ALL-AMERICAN” 
AMPLIFYING es 
TRANSFORMERS 


Radio and Audio 
Frequency 


Used by leading 
manufacturers of @=@& 
radio sets. Give you 
satisfied customers 
that mean more sales—quick turn- 
over upon which 
sound, profitable 
radio business 
must be built. 


Free Display Racks 
Free Folders 


Free Hook-up Books 


and our national ad- 

vertising will sell 
“All-American” 

Transformers for you. 












Radio Frequency 
Transformer 


Audio Frequency 
Transformer 


RausAND Mee Co. 


200 No. Jefferson St. Chicago, IIL 








BROCKWAY 





VARIABLE 
CONDENSER 


The Brockway Variable Conden- 

ser is a better condenser in every 

respect. 

The Brockway is ideal for the com- 

pact, portable set. 

It is easiest to adjust and occupies 

no space behind the panel. It has 

a low resistance. 

Here is a condenser that 

through the summer months. 

Write for jobber proposition. 

BROCKWAY LABORATORIES 
COMPANY 

Toledo Ohio 


sells 
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prices”? It is unnecessary to consider 
this for more than a year in advance 
and, judging from the cost of design, 
development and manufacture of high 
grade apparatus, it seems perfectly 
safe to say that reduction in the price 
of this class of apparatus cannot be 
expected for the coming year. 


Price cutting is indeed a difficult 
problem and the solution of it is 
bound to take some time. Also, prog- 
ress along this line may well be dis- 
couraging, as in the development of 
any new industry there are so many 
diversified opinions that co-ordina- 
tion and co-operation to a definite end 
always come slowly. 

We believe there is only one way 
in which this condition can be satis- 
factorily remedied, and that lies in 
the co-operation by the dealers in 
intelligent buying and the gradual 
elimination from the field of the short- 
sighted and unstable manufacturer 
who sells to anybody without refer- 
ence to the effect of such sales on the 
stability of the trade in general. 

There is another way in which the 
dealer can help to bring about the de- 
sired results, and that is by his recog- 
nition of the fact that radio merchan- 
dise must pass through the regular 
channels of manufacturer to jobber 














It was a windy day in Birmingham, 
but here they are: from left to right: 
J. H. Lesesne, manager of the Western 
Electric Co., Birmingham, Ala.; in the 
center his right hand man, J. W. Harris, 
and on the right, without his hat, is F. J. 
Commagere, manufacturers agent from 
New Orleans. 





Insist On 
the Genuine 





They are 
| | Duo Lateral 
cole We Call Them 


Forest Patents 
BRANSTON iz.’ 
Inductance Coils 


A Big Season - - Line Up With Us! 


We are equipped to take care of your full requirements on 
Honeycomb Inductance Coils and Genuine Bakelite Coil Mount- 
ings. Recent improvements and extensive automatic winding 
equipment mean big quantity production and superior coils. 
Our 1924 complete line of highest quality, tested Radio Equip- 
ment will be ready about Aug. 15th. Each item in attractive 
individual carton. 





| Nationally Advertised 


Ask us for dealer helps, counter displays, hook-up circulars. 





Sell Branston Lateral Wound Coils and Mountings and you are 
_ assured of perfect satisfaction. 


| The Branston New 1924 Line Includes: 


Honeycomb Inductance Coils 

Single, Double and Triple Coil Mountings 

Lateral Wound Honeycomb Variocoupler 

Lateral Wound Honeycomb Variometer 
Standard 2500 and 5000 ohm Headsets 
Series—Parallel Switches 
Improved Audio and Radio Frequency Transformers 
Approved Lightning Arresters 
| Telephone Jacks, plugs and Multiple Jack Boxes, etc. 


Write for descriptive folder and full particulars 


CuHas. A. BRANSTON, JINc., 


Manufacturers 






Buffalo, N. Y. 


Canada: 


Chas. A. Branston, Ltd. 


825 Main St., 





Toronto 
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“The Early Bird” Catches 






























HILE thoughts of summer weather are still uppermost in 
mind, it is only a matter of a few weeks before fall is upon 
us. Now is the time to prepare for the big season ahead. 


Jobbers are invited to consider the fastest selling line of electrical 
devices which have proved themselves profitable for many years. 





Look for this trade mark 
on all genuine Sterling 
Electrical Corporation 
products. 


STERLING 


ELECTRIC HEATING PADS 


especially are bound to be popular sellers. Here is a pad that 
not only is correct electrically but is so beautifully finished and 
whose covering is so soft and ‘‘comforty’’ that the buyer is im- 
mediately impressed. Three heat control. Definite yearly guar- 








antee. Can be folded without danger of ‘‘shorts."” Priced very 
reasonable. 
Other Sterling Electric Products Heating Pad 








Violet Ray Generators, Electric Curling trons, 
Triple Heat Blankets. 
Electrically 
Heated Appli- 
ances of all 


The 


Sterling 
Electrical 

















Curling Iron 
A quality curler. Stands abuse which means 
— ~ the average iron. Quick heating. Strong 
element. 














Corporation 
Church and Violet Ray Write for our interesting proposition. 
W. 28th Street All types including ozone It’s worth investigating. 








Cleveland, Ohio |. %**"*""* 














F-VERY person connected with the selling end of 

the electrical industry will find something of in- 
terest, something worth reading, in every issue of 
THE JOBBER’Ss SALESMAN 


The sales experiences of some of the leading men in 
the industry will prove interesting and instructive to 
many. Various other features will be well worth read- 
ing each month. 


We want you to become a regular reader of THE 
JoBBER’s SALESMAN 


Send a dollar for a year’s subscription. 






















The Best Lines Now 


| 


to dealer. A great deal of the price 


_ cutting has been due to the desire on 
_ the part of the dealer to buy direct 





from the manufacturer at jobbers’ 
prices, and the insistance of this de 
mand has tempted many of the smaller 
manufacturers to give excessive dis 
counts to the dealer. This has mad 
it possible for some dealers to cut 
prices very seriously and has been thx 
principal cause of the disturbance. 
If the dealers would only recogniz: 
the fact that the legitimate manufac 
turer who makes high-grade, stabilized 
products is fully conversant with the 
fact that the jobber in the electrical 
trade is a necessary and advantageous 
link in the distributing channel and 
that he will not depart from thes: 
channels in order to avail himself of 
a temporary stimulant to his sales 
the dealer will at the same time recog 
nize the fact that the manufacturer 
who offers to sell him direct is in 
most cases admitting by this, his ina 
bility to market his products throug) 
the established—and, therefore, criti 
cal—channels_ through which high 
grade merchandise should bx 
marketed. Let the dealer stick to 
the legitimate jobber who buys from 
the properly equipped manufacturer. 
and widespread price-cutting will dic 
of its own accord. 

The Sale of High-Priced Sets 

It has been asked whether high 
priced sets will eventually be sold on 








L. R. Handley of the Illinois Electric 
Co. of Los Angeles admitted he was 
watching “something” (?) tripping alons 
down the street when the photographer 
clicked the shutter. The smiling chap to 
the right is H. W. Read also of the 
Illinois Electric Co. Handley and Read 
recently joined the sales force of this 
company. Handley hails from Mine & 


| Smelter Supply Co., El Paso, Read from 
| the Inter-Mountain Electric Co, of Sal! 


| Lake City. 
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No Chance of 
Overstock 
on the 
Shelton Line 


RKead this :— 








| meantime, 


the installment basis. 


It seems that | 


they will, but not for some time to | 


come. No article can be sold on this 
basis until it is so thoroughly standard- 


ized that there is no danger of dis- | 
satisfaction arising before payment | 


has been completed. At the present | 


time, most dealers would be unwilling 


to take the chance that installment | 


payments would involve, as the cus- 
tomer may well be influenced by some 
neighboring amateur to regret his se- 


lection of the particular set for which | 


It will probably be | 


he -is paying. 
several years before this condition 


will be materially changed and in the | 
extended payments on | 
' radio apparatus will continue to in- | 


volve too much risk to justify the 
apparent profits 


| original sale. 


In some parts of the country vi- | 


brators sell more readily than violet 
ray machines and vice versa, so that 
even the best of regulated electrical 
supply houses may get overstocked 
now and then on these appliances. 
But you need have no fear of over- 
stock if you handle Shelton vibrat- 
ors and violet ray machines. 


brators and you have a stock of 
Shelton violet ray machines _ that 
isn’t moving to your satisfaction, we 
will gladly replace them without 
charge with the vibrators; or vibrat- 
ors, if you have an overstock, will 
he replaced by violet ray machines. 


Write for details of this 
plan of interchanging stocks 
of Shelton vibrators and vio- 
let ray machines. 


SHELTON 
ELECTRIC CoMPANY 


16 E. 42nd Street 
30 E. Randolph Street 


NEW YORK 
CHICAGO 





livered the first of a series of 


* * * 


President’s Trip Emphasizes 
Importance of Radio 


On the evening of June 21, the | 


chief executive of this nation de- 
dresses to the American people, at St. 
Louis, Mo. In that address, which 
was heard not alone by the great con- 
gregation gathered there, but through 


the medium of radio, was received in 


indicated by the 


ad- | 


| hundreds of thousands of homes, our | 
For” instance, if your section of | 
the country is partial to Shelton vi- | 








president made formal acknowledge- 
ment of the great benefits of radio 


to the citizens of this country. In | 


part, the opening of his address was 
as follows: 

“Tt has seemed to me that nearly 
every city and village, from the Po- 
tomac to the Pacific, has bestowed an 
invitation and a tender of hospitality. 
I would like to say to you, because in 
saying it to you I am speaking to 
many others in this marvelous age of 
communication, that I very genuinely 
regret the impossibility of accepting 
all of them. Quite apart from the 
personal satisfaction and renewed as- 
in direct contact with 
people, I think that there is vast bene- 
fit in bringing the government a little 
closer to the people, and the people a 
little closer to the government and 
closer to those temporarily charged 


surance 


| with official responsibility. 


our 


“You view government from afar, | 
and I am not surprised that you won- | 


der now and then, because you re- 


ceive occasionally reflexes that are so | 


erroneous that official Washington it- 
self cannot understand them. Those 
of us who are in Washington live in 
an atmosphere of officiality which 





The Built-In 
Apartment House 
Range 





Model No. A-5 
Fits tight to the kitchen wall. 
The kitchen floor is clean. 


Standaw 


Electric Ranges 


Can be relied on to bring 
you five figure orders men- 
tioned in July issue of JOB- 
BER’S SALESMAN. 


It is our policy to go to 
your territory and sell for 


you installations of this 
class. 
Invitations must come 


from established FElectrical 


Jobbers. 


MANUFACTURED BY 


"Weardate 


TOLEDO, OHIO, U.S.A. 





<n 
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often hinders our knowledge of 
thoughts around the American fire- 
side and the activities which daily 
go to make up the essential life of the 
nation.” 

That quotation from the President’s 
address brings home in a forceful 
manner the tremendous possibilities 
and responsibilities of the radio in- 
dustry. Radio now makes it possible 
for the spoken activities of our gov- 
ernment at Washington to reach the 
people around the “American Fire- 
side.” 

This tour of the president has of- 
fered the greatest opportunity ever 
had to demonstrate to the public the 
tremendous and far-reaching advan- 
tages of radio. On the President’s 
private train was the most completely 
equipped remote control broadcasting 
station ever built. The President ar- 
ranged to deliver addresses in many 
of the principal cities visited on his 
tour from Washington to our terri- 
tory of Alaska. All of these speeches 
have been broadcasted from the high- 
est class and highest powered radio 
stations available. 








Traveling Electric Apartments for Demonstration 


Inland’s Radio Stunt 

The Inland Electric Co., 14 N. 
Franklin Street, Chicago, recently 
worked a good advertising stunt. 
“Day by Day, in Every Way,” Zeph 
Fitz-Gerald’s song hit, was used as 
the basis. On June 28, from eight to 
nine p. m. Fitz-Gerald was at sta- 
tion KYW and sang a dozen or more 
of his latest songs, including the one 
above. He was there as a feature of 
the “Tune in to Inland” program 
given by the radio division of the In- 
land Electric. Inland then brought 
from the publishers sufficient copies 
for its entire mailing list which it sent 
out with its compliments. On the in- 
side cover is printed a paragraph of 
the bringing in the name 
Atwater Kent, together with a list of 
substitute lines which can be interpo- 
lated by stations of various call letters 
and still maintain the rhyme. 

* * * 


Traveling Electric Apartment 
Makes Two-Night Stands 


In taking the message of electricity 
to more than 30 towns and cities in 
central Oklahoma, there has been de- 
vised a unique traveling exhibit, which 
has been used with excellent results by 
the Oklahoma Gas Electric Co., Okla- 
homa City, in conjunction with the 
Southwest General Electric Co. Walls 
of heavy board are used for the five 
exhibits. Both hot and cold air can 
be served in the living room, thanks 
to the electrical attachments, while the 
choicest electrical music is being fur- 
nished. ‘Toast or waffles a la electric- 
ity add zest to the dining table. The 
electric range in the kitchen is a most 


chorus 


willing servant and does its full share 


in making a real home. In the sleep- 


ing room the electric sewing machine 
sings a song before it is time to retire ; 
electricity serves to warm the bed. 
The electric washing machine and elec- 
tric flat irons are keen rivals for the 
woman’s favor in the laundry, to say 
nothing of the many other pieces of 
equipment that add to the comfort and 
convenience of the snug little apart 
ment. 

This outfit has been making two 
night stands, following a carefully 
planned schedule. Two salesmen of 
the Southwest General Electric Co. 
accompanied the exhibit and demon- 
strated various devices during the 
show. The last day of the show they 
established an agent or dealer in 
those towns where they had none, and 
secured orders in practically every 
town for a number of appliances. The 
exhibit was put on in such vacant 
buildings as they were able to obtain. 
A live publicity campaign helped to 
bring in the crowds. Some prizes 
were awarded. The total cost was 
charged to a work order. This cost, 
which included getting up the parti 
tions, truck, time, etc., amounted to 
$500. 


* * * 


Credit Delinquencies Increasing 
The accompanying tabulation shows 
the number of accounts reported to 
the National Electrical Credit Asso- 
ciation by member manufacturers and 
jobbers during May, 1923, and June, 
1923, as compared with the same 
months the previous years, together 
with the total amounts and average 
amounts of the delinquencies. 


Number of 


Branch Delinquent 
and Accounts Total Average 
Month Reported Amount Amount 
Central Division 
May, 1022..........:: 746 $84,048.53 $112.66 
nay, WORB. 21... 749 = =95,984.85 128.15 
eune;  1008............ 727 «= 87,643.24 =: 120.55 
June, 1923............ 721 95,188.51 131.95 
New York 
May, © 1022............ 440 58,401.00 = 183.00 
May, 1923............ 437 68,228.00 156.00 
June, 1922............ 479 69,808.00 145.00 
June, 1928............ 428 50,758.00 = 118.00 
Philadelphia 
May, 1922............ 236 22,175.99 93.97 
May, 1926...........: 225 26,899.82 117.33 
June, 1922............ 207 22,401.38 108.22 
June;  TORe. 3... 227 24,580.53 108.28 
New England 
May; ~iaee:....:..-.: 108 7,908.93 63.97 
May, Feee...-...-. 29 3,464.08 119.45 
| June, 1922............ 81 10,152.24 126.57 
June, 1928............ 29 2,825.95 80.20 
Pacific Coast 
May, 1922............ 24 2,133.82 88.99 
Ae |. See 20 2,910.69 145.70 
June, “1922............ 18 2,353.13 = 180.75 
gune; TOnO:..:........ 52 18,878.41 266.80 
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George Pattullo—Hugh MacNair Kabler 
Sir Philip Gibbs—Will Payne—Sir Basil Thomson 
Clarence B. Nelland— Ellis Parker Butler— Norval Richardson .— 








Our Fall (1923) Advertising Campaign 
WILL SMASH ALL RECORDS 


yl page two-color advertisements every 4 weeks in THE SATURDAY 
EVENING POST, full pages in one color monthly in GOOD HOUSE- 
KEEPING and half pages in LADIES’ HOME JOURNAL, PICTORIAL 
REVIEW, WOMAN’S HOME COMPANION and MODERN PRISCIL- 

LA—this schedule is the corner stone of the big 

publicity program provided for APEX-ROTA- 

REX dealers this fall. 


The number of electrically wired homes in America 

is nine and one-quarter million. Over forty million 

people will be reached not merely once but every 

month by the ten and one-quarter million copies of wowe Couets mot 
macrme euerion the magazines in which these big APEX-ROTA- RONER 

REX advertisements are to appear. ; 

TO THE SALESMAN 

Your profit and that of your company will be greatly increased by sell- 

ing dealers the complete line of Apex-Rotarex Major Electrical Hour 3 

Saving Appliances. Apex-Rotarex quality, backed by this tremendous 4 ¥T 

advertising campaign, means profit to the Salesman, the Jobber and 


the Dealer. ROTAREX 
a TRI 
RSTAREX THE APEX ELECTRICAL. DISTRIBUTING CO. K ok Rit 
ELECTRIC CLOTHES 1061 E. 152nd Street, CLEVELAND, OHIO 00 - \ & 


ASHER COP’R 1923, THE APEX ELECTRICAL MFG, CO. 
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The attention of every HEMCO jobber 
and of every HEMCO jobber’s salesman 
is called to the Big $1,000 National 
HEMCO Slogan Contest, opening 
September 1, 1923, and closing November 
24,1923. This remarkable Slogan Contest 
will start more people talking about 
HEMCO PRODUCTS, will increase HEM- 
CO sales, and your opportunity for larger 
HEMCO orders. Dealers who have already 
learned of this contest have endorsed it 
heartily. Watch for our special announce- 
ment to jobbers and jobbers’ salesmen 
— direct - by - mail — on or about 
August 13, 1923. The demand for 
HEMCO PRODUCTS is mounting steadily. 
It will more than double this fall. You 
are urged to place your orders early. 





GEORGE RICHARDS & COMPANY 


557 W. Monroe Street, Chicago, III. 


New York Office—Nelson & Mount Streets, Long Island City, N. Y. 
Pacific Coast Agents: New England Agents: Export Department: 
Geo. A. Gray Co. Pettingell-Andrews Co. George Richards & Co. 
San Francisco and Los Angeles, Calif. Boston, Mass. 557 W. Monroe St., Chicago, Ill. 
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Aeroplane view of 
Times Square 
New York 
showing where LC 






Ventilating Fans 





are Located 





Every Arrow an 
ILG Ventilating Fan 


HIS picture—a birds-eye view of Times 


Square, New York, tells the story of ILG ee 
Ventilating Fansin the great American metropolis. APOLLO THEATRE 
East Side—West Side—all around New York— CADILLAC RESTAURANT. 
ILG Ventilating Fans are everywhere—they dot SOUITY RESTAURANT 
the country and dominate the United States. GRAND CHINA 
The jobber’s salesman who represents the ILG KEITH'S BLP. THEATRE 
line is supported by the confidence of a Nation, NEW YORK EDISON COMPANY 
created by years of judicious advertising and honest TALTO THEATRE 
effort in manufacturing and selling the first and STANLEY THEATRE 
only ventilating fan with a fully enclosed self- STRAND THEATRE. 
cooled motor—made, tested, sold and guaranteed ST. REGIS RESTAURANT 
as a complete unit, and it’s painted green. St REGIS RESTAURANT 
US RESTAURANT 
Send for a copy of ILG Tell Tales, an illus- wma 
trated prospectus that tells the whole story SOAS Eaekee shop 
regarding the ILG proposition from the WERE Ati) HEILBRONER 


standpoint of the dealer and jobber. YATES HST THEATRE 


ILG ELECTRIC VENTILATING COMPANY 


2854 NORTH CRAWFORD AVENUE :: CHICAGO, ILLINOIS 














FOR OFFICES - STORES: 
FACTORIES: PUBLIC BUILDINGS: 
RESTAURANTS :THEATRES :HOUSES -ETC: 
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Back of the ACE is one of the finest battery and carbon plants in the coun- 
try, equipped to turn out products that challenge comparison. 


Back of the ACE is the control of raw material from sources owned exclu- 
sively by the manufacturer. 


Back of the ACE is the spirit of thirty years’ experience in battery manu- 
facture by men who take a personal pride in the performance of each bat- 
tery after it leaves the factory. 


Back of the ACE is the determination to make easy for the Jobber and 
Dealer the sale of the product—to place all business through the distributor 
and to offer an entertaining proposition to the Jobber so far as price, profit 
and service are concerned. 


Back of the ACE is an achievement of “higher voltage,”’ a factor that 
means more power and longer life. There is more than ample amperage, 
pure ingredients, substantially constructed cells and a guarantee to give per- 
fect service. 


“Aa £4 £44 


Will you stand back of the 
product that stands back of you? 
Ace Dry Cells 


: Ace Carbon Brushes 
Victor Telep hone Cells Ace Welding Carbons 
Ace Radio Batteries M : 

Ace Flashlights and Dickey Projector Carbons 


Flashlight batter‘es Ace Carbon Specialties 






























The Carbon Products Company Lancaster, 





Ohio 
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When a Bargain 
is a Bargain 




























$300 





klectric 
Curling Iron 
& Waver-Rod 


The Fastest Selling Electric 
Appliance in the World! 
One interpretation of a 
bargain is “good value at 

less money than usual.” 


It is an interesting fact 
that it is not necessary to 
push Wavette as 
a “$5.00 CURL- 
ING IRON 
MARKED 
DOWN TO 
$3.00” to make 
sales. 





The unusual 
Quality in Wav- 
ette at $3.00 and 
Wavette Jr. at 
$2.75 is plain as a pike- 
staff to value seekers. 

This has made it the 
fastest selling electric 
appliance ever built. 


What Wavette 
Means to You— 


Profit for your House 
and yourself, because 
it means PROFIT for 
your trade. Get Wav- 
ette in your sample 
line!! 


iaeteereel(s 


Plug in 
Handle 


ig gC 
The FRANK E WOLCOTT NE CO 


— Hartford, Conn, 


Pacific Coast agents, Western Agencies, Inc., 
San Francisco, “ 
Southwestern States, The Folsom Co., 


Dallas, Texas. 
Southern States, The Robertson Sales Co., 
Birmingham, Ala. 


| found who has held the jobber in the 


Where the Jobber Won on His 
Merits 


Occasionally a manufacturer is 


old “necessary evil” light, who 
has been convinced against this 
prejudice that the jobber instead is a 
“necessary factor,” and who is frank 
enough in the end to give credit where 
credit is due and say: “I have learned 
something.” Such a manufacturer is 
the Aladdin Mfg. Co., of Muncie, Ind. 

O. Sacksteder, secretary and treas- 
urer of the company has recently 
completed an analysis of sales for 
1922 which places the electrical sup- 
ply jobber in a very advantageous 
position with respect to all other 
channels of distribution. He writes: 
- “We have just completed a lot of fig- 
ures compiled to tell us the percent- 
age of our business done with various 
classes of trade and were astounded 
to learn that the electrical jobbers 
lead all others with a very high and 
satisfactory percentage. There is so 
much less fuss about the business 
done with jobbers that manufacturers 
are inclined to think sometimes that 
they are doing more business with | 
dealers or other classes of trade be- 
cause their business is brought to the | 
attention more often through com- 
plaint and other trivial matters. 

“For a good many years our di- 














L. B. has reason to be proud of this 
order, as it was a dandy. L. B. stands 





for L. B. Neuburger, manager of the elec- 





trical department of the Interstate Elec- | 
tric Co., Birmingham, Ala. 


DEPENDABLE, 

durable tape for out- 
side insulation. A perfect 
insulator. especially suited 
for high-voltage line 
work, submarine work, 
and street car cable work. 


Especially adapted for 
wrapping cables and for 
use in mills and mines. 


GUARANTEED 


not to dry out or deteri- 
orate. Will not corrode 
copper. 


Water, Alkali, Acid 
and Oil-proof 


Sold only to jobbers in 
wholesale lots. 


ELKHART 
RUBBER WORKS 


ELKHART INDIANA 
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Emerson Junior Ventilator 


The popular-priced 
ideal ventilating fan 
for the small or medium 
Size kitchen,--espe- 
cially designed for 
apartments, flats.and 
small homes. 


Furnished complete 
with supporting ring 
and mounting boards, 
matched, cut and 
Grilled with all neces- 
sary bolts and screws-- 
long enough for any 
kitchen window. 


Emerson Junior Venti- 
lator has a capacity of 
almost 500 cubic feet 
per minute, but takes 
less current than a 
50 watt lamp. 


Do your customers 
know they can retail 
a highly satisfactory 
ventilating fan in- 
stalled in the home at 
$20.00 or less? 


Dealers who have or- 
dered samples of this 
new fan are enthusias- 
tic over its sales pos- 
sibilities all the year 
‘round. See that your 
customers are told 
about Emerson Junior 
Ventilator, and appre- 
ciate the big field for 
this low-priced fan. 


The Emerson Electric 
Mfg. Company 
ST.LOUIS :: NEW YORK 





|rectors have debated whether or not 
|it was advisable to continue our policy 
to protect jobbers as we do in the 
face of competition. The prices at 
which we have been selling our prod- 
juct to dealers are right in line with 
the prices our competitors sell to 
| dealers and jobbers, their prices be- 
‘ing governed entirely by quantity and 
| there being no distinction between 
jobbers and dealers. They of course 
make more profit than we do, because 
we have taken the protection we offer 
to jobbers right out of our profit. For 
instance, a given lamp sells to dealers 
in dozen lots at $30 a dozen. We do 
not have any better price to dealers 
in any quantity. We will sell the same 
lamps to jobbers in this quantity at 
a price of 15 per cent better, or, if 
a jobber orders four dozen at a time, 
his price is 20 per cent better and if 
he orders 12 dozen at a time, his 
price is 25 per cent better. You will 
readily see that this policy is very 
expensive to maintain and that our di- 
rectors have had the right to question 
it. 

“As manufacture - large 
quantities we must have volume. If 
we lost the friendship of the jobber 
and could, therefore, only sell dealers 





we in 


| we would have a hard time getting the 


volume we need to keep down our 
cost. With our present policy we get 
a large volume which we figure gives 
us as much profit in the long run as 
we would make on a smaller volume, 





| 











but a larger margin of profit. 


“To bring this matter to a complete | 











ata _| 


Three notables at the Hot Springs meet- 
ing of the Westinghouse agent jobbers— 
left to right, N. G. Symonds, manager 
Chicago office of the Westinghouse com- 
pany; N. G. Harvey, Illinois Electric Co., 





Chicago, and H. P. Andrae, president 
Julius Andrae & Sons Co., Milwaukee. 














There Is Just the Type of 


~ HARTFORD 
TIME 
SWITCH 


| which is the best Time Switch for your 

customers’ particular purpose 

“TYPE” “B,”? (10 to 200 amp. in one, 
two or three poles) throws the 
light ON and OFF daily, seven 
days per week. 

“TYPE” “C,” (10 to 100 amp. one, two 
or three poles) automatically 
disconnects the switch one day 
each week, designed to omit 


Sunday operation. 

“TYPE” “D,” (10 to 100 amp. one, two 
or three poles) arranged to 
throw lights ON and OFF two 
periods each day. (This type 
requires winding twice a week.) 

“TYPE” “E,’’—Two rate meter service 


Especially for Central 





control. 
Station use. 


“TYPE” “G,” (10 and 35 amp. one or 
two poles) throws on main hall 
lights in early evening, cuts these 
off at bed-time and throws on a 
series of night lights burning all 
night, and cutting these off at 
dawn. 

SHIPMENTS OUT OF STOCK 

of type ‘‘B’’ Switches in 10 to 50 

amp., single and double pole, also 

10 to 35 amp., three pole, 

Greatly improved service in other 

sizes and types. 


Bulletins sent promptly 


A. HALL BERRY 


General Sales Agent 
71-73 Murray Street 
NEW YORK, N. Y. 


And— 
ALL JOBBERS! 
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decision we analyzed our sales for the 
entire year of 1922, and much to our 
surprise we found that about 60 per 
cent of all the business we did during 
the year with the electrical trade was 
done through jobbers. We were ac- 
cordingly convinced that there was a 
place in the economical distribution 
of our product for the jobber, even 
though this is contrary to the belief 
of many who should know better. As 
a result we have concluded to con- 
tinue our protection to jobbers and if 
at any time we can see our way clear 
to offer them even greater protection 
we are going to do so.” 

The following figures show the per- 
centages of business done by this com- 
pany in 1922 with the electrical 
trade, and which was the great factor 
in finally determining their future 
procedure: Electrical jobber, 59.2 
per cent; electrical dealer, 40.8 per 
cent. 


Mr. Sacksteder further says: “We 
hope for the day when all of our 
products will be handled by and 
through the electrical jobber. We 
realize that this is the only way we 
can grow to the size of company that 
we expect to be.” 

x * * 


Encourages Dealer Mail Orders | 


A handy order book, to encourage 
dealers to send in their orders by 
mail, is distributed by the Florida 
Electric Supply Corp., Jacksonville, 
Fla. An order written on a form in 
the book is copied with a sheet of 
carbon paper onto a mailing card. 
The. eard, which is perforated, is torn 
out, a one-cent postage stamp is at- 
tached, and the card is mailed to the 
company. The original copy of the 
order remains in the book. 









Great Falls, Mont., is a good town, and 
the Montana Electric Co. has a good 
house there, and there is a good man in 
charge of it-—M. I. Blakemore (left). 


The other man is P. J. Farrell of the 
Butte house. 
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Build Sales With SEMCO 


SEMCO Meters will build up a safe meter 
market for you out of your satisfied Central 
Station customers. Send today for our 
descriptive Bulletin No. 20. 


Sewickley Electric Manufacturing Co. 
Sewickley, Pennsylvania 































Lath holder. 

Ends slip 

into slots in 
bar. 


Over 300 Jobbers 
Re-ordering Regularly 


The Kruse 


Fast to work with. Low in cost. A pair 
of pliers, nails and hammer all that are 
needed to install. 


PACKAGE product in 18 in. lengths. 
snipped. Lath ends enter holders easily without whittling 
Short pieces can be used without waste. Saves hours of your 


The Fastest Selling 
SWITCH-BOX SUPPORT 


PATENTED 











contractor’s time on one job. Tell him about it. 


Mid-West Metal Products Co. 


Muncie, Indiana 





End view of 


holder and 
box tongue. 


Soft metal, easily 
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Brenner Heads Chicago Com- 
pany to Manufacture 
Copper Products 

The Brenner-Moxley-Mervis Co. is 
the name of the new enterprise which 
has been financed tntirely by Chicago 
capital to meet an industrial need that 
has |been manifest for years. The 
company will engage in the production 
of copper rods and drawn copper wire 
for electrical and power transmission 
and eventually in the production of 
various allied products as well. At the 
outset, however, the company will con- 
fine itself to the production of copper 
rods and wire, which announcement 
will be of interest throughout indus- 
trial circles of Chicago and the Middle 
West territory generally. 

The company, which has a paid-in 
capitalization of $600,000, has ac- 
quired the eight-acre tract of ground 
extending from South Kedzie avenue 
on the east to the Illinois Central Rail- 
road on the west and from the San- 
itary Canal on the North to the Santa 
Fe Railroad on the south. On this 
site, in the heart of the Southwest side 
industrial district, the company now 
has under construction the first unit of 
a plant which will eventually cover 
nearly the whole of the eight acres. 
This unit, which is being erected at a 
cost of more than half a million dol- 
lars, will have a frontage on Kedzie 
avenue of 116 feet and a depth of 388 
feet. It will consume approximately 
100,000,000 pounds of copper annually 
and require 4,000 horsepower to oper- 
ate. What a plant of this magnitude 
means to industrial Chicago as well as 
consumers in the Middle West may be 
inferred from the fact that the only 
mills of the kind now in this country 
are located in the section adjacent to 
the Atlantic seaboard and in Montana. 

The president is Nathan T. Bren- 
ner, head of the American Insulated 
Wire & Cable Co., vice presidents Wil- 
liam J. Moxley and Geo. T. Moxley, 
who are also president and secretary, 
respectively, of William J. Moxley, 
Inc., butterine manufacturers. N. T. 
Brenner, Jr., and) Meyer B. Mervis, 


New: Products,: Literature, etc. 








both of the American Insulated Wire 
& Cable Co., are respectively treasurer 
and secretary. ‘These five gentlemen 
also comprise the directorate of the 
new company. 

* * * 
Apex-Rotarexers Descend on 
Cleveland 

Two hundred twenty-two dollars a 
minute isn’t to be sneezed at even by 
men as rich as Henry Ford. This 
figure is what time was valued at 
during the big Cleveland convention 
of Apex-Rotarex salesmen held the 
first week in July. This figure was 
arrived at by adding together the ex- 
penses involved in bringing all the 
men to the convention, and there 
were at least 750, plus a reasonable 
allowance for their time. 

This was the tenth year convention 
of the Apex Electrical Distributing Co. 
and the salesmen who attended were 
there because they had earned the 





right through their position in an 
elaborate sales contest extending over 
a period of several months. There 
was a full program of work and en- 
tertainment, with many speakers of 
national prominence. 

Apex officials who had charge of 
the convention were: C,. G. Frantz, 
president of the company, honorary 
chairman; C. S. Beardsley, active 
chairman; R. J. Strittmatter, sales 
manager; C. A. Allen, railroad trans- 
portation; O. B. Capelle, entertain- 
ment; F. S. Tuerk, publicity; F. C. 
Harroff, finance; C. H. Jones, local 
transportation; M. V. Orr, and W. A. 


Frantz. 
*x* * x 


Joseph L. Hall Starts Manufac- 


turers’ Agency 
Joseph L. Hall who has been con- 
nected with the electrical industry for 
17 years in Chicago and Indianapolis, 
will open an office in the former city 








Annual sales conference group Colonial Electric Division National Lamp Works 
of General Electric Co., Camp Nela, Nela Park, Cleveland, O. June 25 to 29, 1923. 
Standing (left to right): Lloyd Clark, Colonial salesman; Charles Nash, Colonia! 
salesman; Walter S. Clark, Jas. Clark Jr. Electric Co., Louisville, Ky.; Lawrence 
(“Commodore”) Sackett, The Sackett Mine Supply Co., Columbus, Ohio; Maynard 
Salmon, M. H. Salmon Electric Co., Syracuse, N. Y.; Douglass Wood, manager Colonia! 


Electric Division; Edgar M. Andrews, Richmond, Va. 


Kneeling (left to right) ; 


Harold Steiner, Steiner Electric Co., Chicago, Ill; Walter Hunsicker, Colonia! 
salesman; David Aitken, The Geo. Worthington Co., Cleveland, Ohio; Richard Wable, 
Johnson-Wahle Electric Co., Buffalo, N. Y.; Geo. McAllister Colonial salesman; Pau! 


Carson, Colonial salesman. 


Front row (left to right): Samuel Bordman, Franklin 


Electric Co., Philadelphia, Pa., A. M. Springer, assistant manager, Colonial Electric 
Division; Irving Odell, Odell-Ferry Corp., Chicago, Ill.; G. E. Park, Colonial salesman. 
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This window display was arranged by the Meriden Electric Light Co., Meriden, 


“AMERICAN 
BRAND” | 





Conn., and won first prize in the Annual Apex-Rotarex Window Trim Contest of the 


Apex Electrical Distributing Co. 
beautiful silver loving cup as a stake. 


The competition this year was very keen, with a 





about September 1, handling only 
high-grade electrical and radio spe- 
cialties. Manufacturers who wish 
direct representation in the Chicago 
district will be able to make satisfac- 
tory connections by addressing Mr. 
Hall, Room 331, Peoples Gas building. 


* * * 


Got the Merrills Twisted 


It is unfortunate that in attempt- 
ing to “perpetrate” a little joke on 
A. S. (“Cupid’’) Merrill, on page 67 
of the July issue, by running the 
comic picture of him and Clarke 
Methot, that the initials ““W. W.” in- 
stead of “A. S.”” were used. Whether 
W. W. or A. S. are chagrined or not, 
tle editor is and hastens to make 
apology. 


New Company to Make Battery | 


Solution 
The “Ever Ready” Battery Solution 
Co. is the name of a new company or- 
ganized to manufacture a solution de- 
signed to replace the sulphuric acid 
solution in cells. General offices of 
the company are at 900 Garrick Build- 
ing, Chicago. The officers are: Pres- 
ident, H. H. Williams, ; vice-president, 
L. A. Ziegler; secretary, Chas. H. 
Sieg; treasurer, H. B. Mundt. 
* & # 
Beaver Machine Moves Sales 
Office to Newark 
The Beaver Machine & ‘Tool Com- 
pany of Newark, N. J., announces 
the removal of its general sales office 
from 50 Church street, New York 





————— J 


This photograph shows the remarkable effect of floodlighting in a theater orchestra 
pit and was furnished by the National X-ray Reflector Co, of Chicago, whose pro- 


Jectors were used. 


| Weatherproof and 


Bare Copper Wire 
and Cables 


_ A Salable 


e 
_ Companion 
A-| Magnet Wire should be 
known by the company it keeps. 


As a selling 
‘“‘American Brand’’ Weatherproof 
and Bare Copper Wire and Cables 


it is ideal. 


companion for 


A-| Magnet Wire possesses the 
identical high quality of “American 
Brand.” 


lin actual service and gives the same 





It has the same long life 


great degree of satisfaction to the 


Contractors and dealers are wel- 
coming A-| Magnet Wire. Send 
for a sample of each for your pros- 
pects. 


American Insulated 
Wire & Cable Co. 


CHICAGO 











“AMERICAN BRAND” 


WEATHERPROOF WiRE AND CABLES. 
HAS NO EQUAL 
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A Lamp Coloring That Will Not Fade! 


—and a profitable item to push! 


A quick-drying—non-fading—trilliant lamp coloring for incandescent lamps. 
Comes in over-sized cans so that bulb can be dipped directly in can. 
Large assortment of colors. All coloring guaranteed. 


Mr. Sales Manager—Drop us a _ line. 
Mr. Jobber’s Salesman—See that he does it. 


Crown Coloring & Chemical Co. 
327 Columbus Ave., New York City 


Middle West Representative 
American Manufacturers’ Agency 
208 N. Wells St., Chicago, Ill. 





City, to 625 North Third strect, 
Newark, N. J., to which address |] 
mail should hereafter be addressed. 
Ralph A. Belmont, sales manager, 
has left on an extended leave of ab- 
sence. While Mr. Belmont is away, 
Lester H. Appel will be general sal«s 


manager. 
* * 4% 


Seben, Come ’Leben 


When a man’s curiosity is aroused 
to a certain pitch he becomes des- 
perate. The National X-Ray Re- 
flector Co. knew this when they pulled 
one of the prize mailing stunts of the 
year. They figured it out this way. 

The picture and association of a 








IT PAYS— 


TO BUY AND SELL 
ON TEST REPORT 


Be sure to see our Slochrical Jetting Jaboratories 


advertisement in the 80* th Street 


September issue of 


The Jobber’s Salesman 

















The Three Mailing Cards 


good natured “Coon” and the rattlin’ 
“bones” always puts the normal hu- 
man being in a good humor, arouses 
his amusement, and can very easily 
excite his curiosity. 

Mistah Coon’s bones! Numbah 
“tree,” “seben,” “leben!” That’s it! 
A happy coincidence in the catalogue 
numbers of the new reflectors just be- 
ing placed on the market by the Na- 
tional X-Ray Reflector Co., and the 
familiar numbers in the ‘old time 
African golf game gave rise to the 
idea of associating these two in a 
clever publicity or introductory cam- 
paign for these reflectors. 

The three new units, the Mill No. 
8, the Scoop Junior No. 7, and thc 
Hood Junior No. 11 were designed 
exclusively for the new 50-watt mil! 
type lamps, aiiaced placed on the 
market. 

It was a problem to know how best 
to call the attention of the electric: | 
trade to these units and to “put them 
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STICK TO A 
GOOD THING 


M ake Steady Sales Count 
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POCKET METERS 
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All types Sterling 
Ammeters, Voltmeters 
and Voltammeters 


THE STERLING MFG. CO. 
2845 Prospect Ave. Cleveland, O. 


World’s Largest Manufacturer of 
Dash and Pocket Meters. 




















George Curtiss, sales manager of the 
Electric Railway & Manufacturers’ Supply 
Co, of San Francisco. A prince of fine 
fellows is the way they speak of George 
in California.. And when it comes to. pop=) 
ulsrity—well, George has it. Gli 
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Here’s a likeness of Nathan T. Bren- 
ner, president of the American Insulated 
Wire & Cable Co., Chicago. The kodak 
caught Mr. Brenner looking out over lake 
Michigan. He has been a prominent fig- 
ure in the electrical wire business for 
nearly 25 years. “American Brand” has 
always been Brenner’s slogan. Just re- 
cently “‘A-1” has been added. 





over” to the trade in a good natured 
way. 

Supposing you were to be the re- 
cipient of this mailing campaign. It 
would run something as follows: You 
would receive a card with a cartoon 
drawing of two “Coons”, one repre- 
senting joy and the other gloom, 
and cleverly done by Lew Merrell, 
the well-known cartoonist. Nothing 
else is on the card except your ad- 
dress on the reverse side. You 
probably look at it, first one side and 
then the other, and throw it in the 
waste basket; perhaps glance down 
and look at it again and wonder what 
the “sam hill” it’s for anyway! 

In a couple of days or so you would 
get another card about the same size 
as the first one except that this would 
have the picture of the “Coons” and 
the words “come 7—come 11,” but 
nothing to indicate who sent the card 
or why they sent it. 

This time, no doubt, you would be- 
gin to think that something was wrong 
somewhere; scratch your head; and 
again wonder who it was trying to 
play a joke on you. 

Then, about two days later you 
would get a third card much like the 
first two in appearance but in addi- 
tion to showing darkies’ faces it says 
the one word “Craps.” 

Such a card only serves to. recall 
jto memory the first two stronger than 

(Turn to page 95) 











Red Dewil/ 


REC.U S PAT OFF 


Linemen’s Tool Belt 





Built-in Quality 


HE “Red Devil” 

Tool Belt is made 
of selected heavy oak 
tanned leather. Extra 
heavy D’s and buckle, 
and six loops. 


An extra length of 
leather laid in across 
the back of belt. Copper 
rivets and linen stitch- 
ing throughout. Made 
in 2 and 24 in. widths. 


“Red Devil” Tool Belt No. 
458 is in wide demand by 
particular linemen and elec- 
tricians who find it is true 
economy to buy only the 
best. A belt that is built 
with a sense of safety for 
men’s lives. 

“Red Devil’ Electricians’ Tools 
also comprise a complete line of 
Pliers, Climbers, Connectors, 
Haven’s Clamps, Buffalo Grips, 
Hack Saw Blades and Frames, 
Snips, etc. Over a quarter cen- 
tury’s reputation behind them 
for quality. 

Send for Trade Prices 

Electrician’s Tool Booklet Free 


SMITH & HEMENWAY CO., Inc. 
Manufacturers of “Red Devil’’ Tools 
266 Broadway New York, N. Y. 


Sell him “‘Red Devils” 
Keep his confidence. 





Desil Tools 
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The addition of the A80 “Hedlite” 
heater with a 12-in. reflector to the 
well-known line of “Hotpoint” ap- 
pliances manufactured by the Edison 
Electric Appliance Co., 5600 West 
Taylor street, Chicago, has aroused 
interest. Similar to the larger 
““A15” type, this heater is provided 
with a hole in the base which per- 
mits hanging on the wall, making 
it especially adaptable for the 
baby’s bath. Some of its features are: 
scientifically proportioned reflector; 
adjustable reflector bowl; cool 
carrying handle; a _ substantial, 
heavy cast base, and the standard 
Edison screw-base heating unit. 





















The Connecticut Electric Mfg. 
Co., Bridgeport, Conn., has brought 
out a bakelite plug in a brown color 
and nickel trimmings to match up 


with a brown or black cord. This 


plug is light in weight, durable and 
will not chip. Other features are: 
flat-headed binding screws and 
plenty of room in the cap for wiring. 


= 








2 ==) 


A saw that will cut armor and 








wire without the use of pliers, has 
been designed by the B-X Saw Co, 
870 Atlantic avenue, Boston. It is 
made for 8-in. blades, the blades be- 
ing held by compression which 
guards against breakage. By cut- 
ting armor with shallow end of saw 
the insulation on wires cannot be 
cut into accidentally; the heel being 
used for deeper cuts. The sides of 
the saw are smooth and the blade 
shielded. 



































The Anylite Electric Co., Fort 
Wayne, Ind., has recently added a 
new plural plug to its well-known 
line. It is shown above and is des- 
ignated as the “Anylite T P-3.” It 
provides for the use of a lamp and 
two appliances at the same time 
from a single outlet. Slots on two 
opposite sides of the body receive 
standard parallel blade attachment 
caps. The lamp is held vertically, 
and the socket is threaded for 
“Uno” shadeholders. Spring con- 
tacts make _ perfect connections. 
The plug will not soften from heat, 
is unaffected by moisture and will 
not come apart. It is packed in an 
attractive display carton. 


strength. 
strips. 





The “Kruse” switchbox 
supporting strips and 
lath holders, manufac- 
tured by the Mid-West 
Metal Products Co., Mun- 
cie., Ind., can be used on 
any box with an ear, 
either conduit or loom. 
Some of the features 
are: no accurate meas- 
urements are required; 
no worry about the 
plumber or furnace man 
having his pipes in the 
space intended for the 
switchbox. All that is 
needed is space enough 
for the box because the 
“Kruse” strip nails to 


the face of the studding. When the distance between the studdings is small there 
is even greater saving effected because the standard length may be cut in two and 
serve to support both the top and bottom of the box. The supporting strips are 
made of sheet metal, are U-shaped and have a bead to give them greater 

The lath holders have flat ends which are inserted into the U-shaped 
No screws or bolts are necessary to hold them in position ‘ihey are 
approved by the Underwriters Laboratories. 





























The conduit benders designed by 
the Steel City Electric Co., 1207 
Columbus avenue, Pittsburgh, Pa, 
are made in two forms—90 deg. 
and 45 deg.—the bending slot being 
arranged at 90 deg. and 45 deg. 
from the handle. 








Suitable for use in workshops, 
drygoods establishments, hotels, 
pressing clubs, ete. the “Hurri- 
Kleen” clothes machine is operated 
on the vacuum principle, for spot- 
ting and dusting clothes, which 
makes possible a dry cleaning ser- 
vice without the expense of skilled 
labor and an extensive line of com- 
plicated machinery. The Model A 
here illustrated shows the large 
dusting brush in the center of the 
table, the spotting brush in the left 
hand corner, the four plungers on 
the left end of the dash for operat- 
ing the cleaning fluid containers and 
the large dust collector beneath the 
table. The Westinghouse Electric 
& Mfg. Co. East Pittsburgh, Pa., 
is the manufacturer of this device. 











The “Deming” ironer is a new 
departure in ironing machines, and 
is being placed on the market by 
the Deming Mfg. Co., 5005 Euclid 
avenue, Cleveland, Ohio. The de- 
tachable end bracket is a unique 
feature. It opens up the 46-in. roll 
so that a skirt or other garment 
may be pulled entirely over the 
role and ironed single. Another 
patented feature is the equalizer 
which distributes the pressure equal- 
ly along the entire length of the 
roll. The “Deming” is made in both 
gas and electrically heated types. 
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A new washing machine 
equipped with a disappearing 
wringer has been designed by 
the Clements Mfg. Co., 601 Ful- 
ton street, Chicago. This 
wringer swings and locks into 
any position just as any other 
wringer, but can also be folded 
down into a cabinet when the 
washing machine is not in use, 
permitting the top to be placed 
over the cabinet giving the ma- 
chine a neat appearance. The 
Cadillac” washing machine re- 
quires no oiling, all gears being 
enclosed within casings and run- 
ning in oil or grease; the other 
friction points are fitted with 
oilless bearings. It is easy to 


operate as both wringer and tub controls are located where the operator’s hand 
rests. The machine is of the oscillating type and the copper tub, tinned on the 
inside, has an eight-sheet capacity. The entire machine is enclosed in a white 


cabinet trimmed in blue. 





The housewife can be counted 
upon to be an interested and en- 
thusiastic prospect for the electric 
refrigeration idea. A recent addi- 
tion to this field is the “Kelvina- 
tor” manufactured by the Kelvin- 
ator Sales Corp., 2051 West Fort 
streets, Detroit, Mich. The ma- 
chine consists of a one or two 
cylinder compressor, belt driven 
by a 1% or %& hp. motor, the 
whole of which is surrounded by an 
air-cooled copper condenser, and 
connected with a copper brine 
tank which goes into any refrig- 
erator in place of ice. The machine 
is automatically controlled by 
thermostat situated on top of the 
brine tank and réquires no water 
or plumbing connections. The 
machine itself can be placed any- 
where convenient. It furnishes a 
dry, clean, constant cold at an ex- 
pense, under normal circumstances, 
much less than that of ice, at 
a temperature 11 deg. lower 
than that furnished by ice as a 
minimum. 





























The latest addition to the line 
manufactured by the Edwin F. Guth 
Co., Jefferson and Washington ave- 
nues, St. Louis, Mo, is a new unit, 
designed especially for kitchen light- 
ing in which are incorporated sev- 
eral novel features. The ceiling fit- 
ting and holder are white porcelain 
enamel on steel. A patented spring 
holder is used to secure the glass in 
position which does away entirely 
with troublesome set screws and 
offers no dirt accumulating projec- 
tions. The glass is high grade white 
diffusing 9 in. diameter with 5 in. 
fitter which permits the use of lamps 
up to 150 watts. A pull switch with 
a radium bulb, which shines in the 
dark, is furnished where wall switch 
is not provided or where the pull 
switch is more convenient. 

















Here is featured an ironer distrib- 











uted by the Western Electric Co., 195 
Broadway, New York City, that is 
small enough to fit in the average 
kitchen and large enough to do all 
the work that a larger ironer can do. 
It has an open end roll which makes 
it possible to iron ruffles, collar 
bands and odd-shaped pieces as well 
as the flat pieces. This open end 
also takes care of the overhang of 
goods longer than the roll. The roll 
is reversible, going either backward 
or forward, the direction being con- 
trolled by a conveniently located 
switch. The device is made in one 
size with a 28-in. roll. The frame 
is finished in dull gray enamel with 
black enamel cover and _ receiving 
board. The shelves are natural 
wood, varnished. 











The Radio Stores, Inc., 218 West 
34th street, New York City, are in- 
ternational distributors for the “Fil- 
ko-stat” a new filament control sent 
out in specially designed display 
carton containers. These contain- 
ers-when opened make an unusually 
attractive and effective counter dis- 
play. Each container displays six 
“Fil-ko-stats,” each in its own car- 
ton. Printed on the show card 
which springs into prominence when 
the container is opened is_ the 
graphic proof of the “Fil-ko-stat’s” 
remarkable efficiency as a filament 
control for all tubes, especially for 
U. V. 199 and other dry cell tubes. 
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The “DeVeau” apartment house 
telephone here described is equipped 
with embossed metal mouthpiece of 
semi-flush design mounted on the 
face plate, substantial and efficient 
transmitter and watch-case receiver. 
The receiver is fastened to the face - 
plate by means of a flexible armored 
tubing which serves as a protection 
for the receiver cord. Calling but- 
tons for the apartments ure mounted 
in the telephone plate and are pre- 
vided with individual name-plate 
holders, having separate space for 
apartment numbers and names of 
tenants. Contact springs are of sub- 
stantial design and terminals are 
provided with “No-Slip” wire guides, 
insuring easy yet dependable con- 
nections. Janitor’s calling button is 
provided on outfits wired for janitor 
service. It is manufactured by 
Stanley & Patterson, Inc., 250 West 
street, New York City. 





The Beaver Machine & Tool Co., 
Inc., Newark, N. J., has recently 
perfected a pull chain socket which 
has been approved by the Under- 
writers for 660 watts. This socket 
is offered in the conventional brush 
brass finish and with the popular 
variations in style of caps. The in- 
terior construction involves new 
principles and effects a good quick 
make and break switch. This switch 
is made especially for the fixture 
manufacturer who realizes that the 
increasing use of household appli- 
ances makes it desirable that no 
switches should be used which are 
not capable of carrying 660 watts. 





Strong enough mechanically and 
electrically for all domestic light- 
ing work is the No. 190 “Peirce” 
modern house bracket, developed by 
Hubbard & Co., Pittsburgh, Pa. It 
meets every requirement for at- 
taching service wires to the house 
and is complete in itself. Screw, 
bracket and insulator in one com- 
pact unit. It fits the hand like a 
screw driver. 












































The Magnus Electric Co., Inc., 
Greenwich and Desbrosses streets, 
New York City, has placed on the 
market its No. 95 “Plugall” plug, 
neat and compact in construction. 
It is equipped with deep-set phos- 
phor bronze spring contacts and with 
composition protective bushing to 
prevent chafing of the wire. The con- 
tacts are arranged to take all stand- 
ard makes of terminals. Each plug 
is packed in a lithographed box and 
put up 10 to a lithographed counter 
display container. 








The Wheeler Reflector Co., 156 
Pearl street, Boston, Mass., has de- 
veloped a lighting unit designed to 
meet the demand for a highly effic- 
ient reflector for sign lighting. The 
reflecting planes are so positioned 
that an even distribution of light 
is obtained on the area to be lighted, 
without spotty effects. The “Isolux” 
reflector is porcelain enameled on 
heavy steel, body drawn in one-piece. 
white inside, black outside. 











A rectifier for charging storage 
batteries from the lamp socket on 
110 volt, 25, 50 or 60 cycle alternat- 
ing current circuits, is being offered 
by the Sterling Mfg. Co., 2881 Pros- 
pect avenue, Cleveland, Ohio. The 
“Sterling” No. 900 is not confined to 
radio batteries. The same rectifier 
may be used to charge any 6-volt 
storage battery whether used on 
automobiles, motor boats or any 
electrical equipment. The standard 
equipment on the “Sterling” rectifier 
consists of 5 ft. of rubber-covered 
charging leads equipped with heavy 
spring clip terminal connectors for 
attachment to the battery, and 10 ft. 
of twisted lamp cord with a swivel 
plug for connecting to any lamp 
socket on 110 alternating current 
line. The rectifier is equipped with 
a handle and can be hooked on to 
the nearest lamp socket. It is port- 
able and.may easily be carried to 
any position convenient to the bat- 
tery. It is rugged and compact in 
construction and weighs 8 Ibs. 
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Flood-o-Lite, Jr. 
Sells Itself 


Merchants buy. Flood-O-Lite, Jr., the 
latest thing in interior display lighting, 
on sight. When they see the beautiful, 
well-diffused light thrown by this unit, 
when they learn that it can be mounted 
on the wall or placed on the floor, when 
they learn about the “ball and socket 
joint” which permits adjustment of the 
light at any angle or point, they appre- 
ciate that Flood-O-Lite, Jr., is the 
most effective lighting device they have 
seen and they want it. 


Get a stock, Mr. Jobber, line your deal- 
ers up to sell Flood-O-Lite, Jr., and get 
your share of this good business. Write 
today, for details. 


Reflector & Illuminating Co. 
575 W. Washington St., Chicago 





Flood-O- Lite, Jr., Form I throws a well-dif- 
fused light for interior flood lighting. 
Flood-O-Lite, Jr., Form C throws a concen- 
trated light for interior spot lighting. 


Price—either form Flood-O-Lite, Jr........$15.00 
Color-Lite attachment for either form. 
Flood-O-Lite, Jr., with red, amber, green 

and blue screens 
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ever and to arouse your curiosity 
still further. 

Suppose you got this last card in 
the morning and then in the afternoon 
or probably the next day you were to 
get a carton with the pictures which 
originally were on the post cards 
greatly enlarged and showing up 
plainly on the sides and ends of the 
carton. 

Right away. you feel relieved and 
anxiously tear open the carton, per- 
haps half fearing that there is still a 
joke to it and at the same time so 
curious to know what’s in there that) 
you don’t put it off any more than| 
you have to. | 

One thing you notice is that the 
sticker says the package is from the 
National X-Ray Reflector Co. Ah! 
there you have a clue! So that’s 
whose ‘been teasing you along all the 
time! 

And when you get the lid of the 
carton torn away sufficiently there 
staring you right in the face are two 
6-inch dice with a small “behive” 
reflector snuggled down between them. 
You pull out the dice, call in some- 




















Julius Tuteur, president of the Electric 
Vacuum Cleaner Co. of Cleveland, in a 
“state of recreation” at Association 
Island during the recent G. E. Distribu- 




















It’s Perfect! 


Note the new way of 
assembling the 


BULL DOG 
KNOB 


Made and Sold Under 
License United States 
Patent, Feb. 3, 1920 


The placing of the 
central bushing on the 
cap instead of the base, 
places it in a class by 
itself. 


You will be safe in 
recommending this 
knob and all of our 
products to your cus- 
tomers. Write us for 
any further informa- 
tion desired. 


Illinois Electric 
Porcelain Co. 


Macomb, III. 
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A Little Problem 


in Sales 


| D IVIDE 
} 





100% sales 
results and you 
find 50% sales- 
manship and 
, 50% product. 


Traveling on 

its high repu- 

| tation, P. S. 
| helps you make 
Sales, and then 
its work on the 
job brings re- 





peats — your 
trade builders. 











P. S. reaches the job ready to install. 
Threads are clean, sharp and true. Elimi- 
nates reversing couplings and running dies 
over pipe ends. 


Enameled Metals Co. 


Pittsburgh, Pa. 






























“Central Black” 
“Central White”’ 


Rigid Steel 
CONDUIT 


“Central”’ 
Conduit 


may be bent 
and__ kinked 
like this with- 
out  flatten- 
ing, buckling, cracking or flaking 
The ductility and finish are exclu- 
sively “*Central.”’ ‘‘Central Black”’ 
ls" enameled; ‘‘Central White’’is. 
galvanized. 


Central Tube Co. 


PITTSBURGH, PA. 
























body and “roll the bones” in a good | 


old fashion. 

But before you can do this there is 
one thing that got your eye, that was 
the order blank. And the order 
blank is interesting too. Besides 
describing the new reflectors telling 
about their being the first on the 
market to be designed exclusively for 





the new mill type lamps, this little ° 


four page folder gives a history of 
“African golf,” “Mississippi marbles” 
or whatever other pet name the great 
“national” game is known by. 

That’s the complete mailing with 
one exception. The exception is a 
large “jumbo” follow-up letter pre- 
pared in imitation hand-writing of an 
extra poor and illiterate quality signed 
by “George Washington Jones.”’ This 
letter is a follow-up asking about an 
order for No. 8, 7, and 11, but writ- 
ten in clever negro dialect. It’s the 
follow-up to “Shoot ’n O’dah.” It’s 
size, 17x22 is what gives the letter its 
distinction, however. 

The whole idea is unique. Word 
comes to the National X-Ray Reflector 
Co. that the mailing went across with 
a bang, and that as a method of in- 
troducing three new reflectors, which 
are bound to become popular, it has 
aroused a tremendous amount of in- 
terest. 

* * * 

Habirshaw Reorganization 

Comoleted 

Reorganization of the Habirshaw 
companies has finally been effected. 
The four concerns involved—the 
Habirshaw Electric Cable Co., the 
Electric Cable Co., Habirshaw Elec- 
tric Cable Co., Inc. and the Bare Wire 
Co. have been consolidated into one 
company known as the Habirshaw 
Electric Cable Co. It is announced 
that Dillon, Read & Co. will under- 
write 15,000-shares of preferred, and 
150,000 shares of common stock. 

* * * 


Valentine-Clark Canis Office 


Now at Minnesota Transfer 

Announcement is made by the Val- 
entine-Clark Co., that its general 
office will be moved from Spokane, 
Wash., to its yard at Minnesota 
Transfer, Minn., and the Minne- 
apolis office, formerly in the Security 
building, will be consolidated in the 
new office of the company, located at 
its yard and plant. The object in 
making this change is to consolidate 
the company’s work and do away 
with the duplication of effort which 














. SP) 
Designed by <Aicharcl, Engineer 
Sell the Standard Royal Blue Porce- 
lain Clad Transformers to your trade. 


The original porcelain clad line. They 
make satisfied customers. 


Do not hesitate to recommend Standard 
audio-frequency shield amplifiers. They 
operate radio receiving sets without 
distortion. 


Write for complete data. 


The femdare, 


Transformer Company 


Successor to Miniature Division, 
Packard Electric Co. © 


WARREN, OHIO, U. S. A. 


is 











BRUNT 
uatity PORCELAIN 





Manufactured under 
license from the Patented 
Porcelain Appliance Feb. 3, 
Corp. 1920 


Our goods marketed through the 
Jobber. 


Drive-It Knob 
Knobs, Tubes, Cleats 
and Specialties 


THE BRUNT PORCELAIN COMPANY 


COLUMBUS, OHIO 
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White Frosting Solution 


Produces a smooth white frosted 
surface on any clear electric lamp 
by dipping the lamp in the solution 
and washing in water. Five or more 
lamps can be frosted in five min- 
utes, at a cost of a fraction of a 
cent each. Etch-O-Lite is clean, 
rapid and economical. Safe to use 
—no harmful or acid effect on hands 
or clothing. 


Guaranteed 
Permanent - Heat Proof 





Distributors of Factory Output: 
UNION ELECTRIC COMPANY 
Pittsburgh, Pa. 


Canada: Northern Electric Company. 











Glass Insulators 


are best 
for 
Low and Medium 
Voltages, Because of 
their Durability, 
Efficiency, Low Cost 
and Uniformity. 


Correspondence 
Invited 











[HEMINGRAY| 
GLASS CO. 


OFFICESS FACTORY 
MUNCIE 
IND. 
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has existed in the past. 


This com- 


pany is one of the oldest concerns in 


the cedar pole business and markets 
the well known “V-C” brand of cedar 


poles. 


The company is also one of 


the pioneers in pole butt preservation 


and through the able management of 
its president, Ernest L. Clark, has 
built up a large clientele among the 


leading utility companies, and other 


uscrs of poles. 


French Battery Men in Chicago 


* * * 


Two men very well known to elec- 


trical supply jobbers are in control 


cf the sales activities of the French 





C. D. Boyd 


Battery & Carbon Co. in Chicago. 


They are C. D. Boyd and F. L. Eld- | 


ridge. 





This is not, strictly speaking, 


F. L. Eldridge 


the Chicago office of the company, 
whose home office and factory are in 


Madison, Wis. 


two constitutes the entire country. 


The field of these 


LLEN FLUY 


NON-ACID-FOR-SODERING 





Five Forms 
Stick, Paste, Salts, Liquid, Oil. 
Alumi-Soder, Alumi-Flux. 


A Point Of Interest 
To All Electrical, 
Auto And Radio Job- 
bers And Dealers. 


Official tests show increased conductiv- 
ity, greater strength, safety and speed— 
Due to the use of Allen Non Acid Fluxes 
when sodering joints. 











For Sale by All First Class Supply 
Houses Everywhere. 


Oldest and Largest Manufacturers of 
Fluxes in the World. 


Endorsed by The 
National Board of Underwriters. 





Alo 9 mann em NC @ 
SODERING SUPPLIES 
eUULSLSISUN (GUY ° 


4586 N. Lincoln St. Chicago, Tl. 



























Add 
A 
New 


Story 
To 











2 
I L_peeRBLow — 
SELF BLOWING TORCHES 


You can give your trade a new angle 
on selling something a little out of the 
ordinary. While electrical supplies are 
essentially your principal line, the ex- 
tensive use of Peerblow Self Blowing 
Alcohol Torches in the electrical, auto- 
motive, radio and general repair busi- 
ness make this item a very profitable 
product to sell. 

Made in two types. Small enough to 
fit the hand—strong enough to do any 
job a blow torch was ever confronted 
with. Fully guaranteed. Automatic— 


DUPLEX SIMPLEX 
$350 


“42 
Write for information and our story tell- 
ing what we are doing to Keep the 
dealer sold. 
PEERBLOW MFG. CO. 
Leetsdale, Pa. 











Your Sales Tclk |_ 
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Manufacturers Agent 
Wants high grade connec- 
tions in Chicago territory 


17 years’ experience, 





Wide acquaintance, 
Full knowledge of a manufacturer's 
requirements. 


A Hustler. 


Write or wire at once to 


JOSEPH L. HALL 
331 Peoples Gas Building, 
Chicago, Ill. 

























FOOTE 





MULTI 

MOUN # TOU 

oN, IND oun. 

BROAD. Qi. = ALLOVER 
CAST ORA 

TESTED NEW ONE 


“TRIPLE-TEST™ 


CRYSTALS 


FOOTE MINERAL CO., Mfrs. 
MINERAL PIONEERS FOR NEARLY 
50 YRS. 


102 N. 19th St., Philadelphia. 























THE GOODMAN 


ai 






‘ ‘ t 
-* & ay ’ & 


PATENT PENDING 


Niftiest short-wave tuner on the mar- 
ket, retails for $6.00. Write for dis- 
tributor’s proposition, stating extent of 
organization and territory covered. 


L. W. Goodman, Manufacturer 


Drexel Hill, Pa. 














Wrigley Toggle Bolts 









= “Wrigley 
a §69sr For Quality” 






= Made of heavier 
~ 
po 2a gauge steel. 
<a oe 
lu Cw Can be put through 
- = a smaller holes than 
” > = the ordinary toggle 
2 == bolt 
oc. ; 
[=] 
= First toggle bolt 
made. 
THE THOMAS .WRIGLEY CO. 





504 Sherman St., Chicago, Ill. 























Mr. Boyd entered the telephone 
manufacturing business in 1900 and 
until 1908 was connected with the 
North Electric Co. of Cleveland. 
From 1908 to 1918 he acted in the 
capacity of sales engineer for the 
Kellogg Switchboard and Supply Co. 
of Chicago. After that he became an 
electrical supply jobber, operating 
the Southern Electric Supply Co., 
Atlanta, Ga., until June 1921, at 
which time he formed a connection 
with the Automatic Electric Co. of 
Chicago. Mr. Boyd became partic- 
ularly interested in radio when with 
the Automatic Electric Co. and 
opened the eastern market for them 
soon after the first wave of radio en- 
thusiasm swept the country. On Jan- 
uary 1, 1923, he joined the French 
Battery and Carbon Co., in charge 
of radio sales. 

Mr. Eldridge specializes in the dry 
battery end of the business. He is 
an old telephone man, having been 
with the old Chicago Telephone Co. 
in 1903 and later with the A. T. & T. 
as special agent. In this latter con- 
nection he assisted in handling the 
National Republican Convention in 
1908. That same year he left the A. 
T. & T. to become assistant to presi- 
dent C. O. Frisbie of the Chicago 
Tunnel Co., then operating the auto- 
matic telephone system in Chicago. 
At a somewhat later date Mr. Eld- 
ridge was connected with the Nation- 
al Independent Telephone Association 
in an official capacity. 

In 1914 he went with the Kellogg 
Switchboard and Supply Co., as spe- 
cial representative and remained with 
them for a period of five years, until 
he joined the French battery organi- 
zation in 1919 as sales representative 
in connection with the sale of dry bat- 
teries. His work now is with the job- 
ber and the jobbers’ salesmen and 
with the large operating companies. 
He has probably as large an acquaint- 
ance in the telephone field, both Bell 
and Independent, as any man in the 


country. oe oe 


Redtop Moves to West Haven 

The Redtop Electric Co., Inc., of 
New York City, manufacturers of 
duplex kitchenettes, upright toasters, 
electric irons both single and triple 
heat, “Fitzall” plugs and other elec- 
trical specialties, has moved its manu- 
facturing establishment to Campbell 
avenue and Brown street, West 
Haven, Conn. The sales organization 


YAGER’S 


Soldering Flux 


1873-1923 





Standard for 
half a century. 
Keeps dry and 
granular in new 
style container. 
Non - corrosive. 
See that your 
dealer has suf- 
ficient stock. 


Alex. R. Benson 
Co., Inc., 
Hudson, N. Y. 
For list of distrib- 


uters see McRae’s 
1923 Blue Book. 






















mat STEELDUcy 


veaot 


OUNGsrowNOM gs 


RIGID STEEL 
CONDUIT anv FITTINGS 


The Steelduct Company 


Youngstown, Ohio 














Complete Service 





INDUSTRIAL WIRING 
DEVICES 
SAFETY SWITCHES 


SERVICE CAPS, PIPE ENDS 


Wayman Electric & Mfg. Co. 
EAST PALESTINE, OHIO 
Successors To 


The Efficiency Electric Co. 

















BE A BOOSTER 





Tell Your Friends 
About 


THE JOBBER’S SALESMAN 
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POLES 


PLAIN OR TREATED 


NATIONAL POLE C0. 


Escanaba, Mich. 


220 Broadway, 2844 Summit St., 
New York Toledo, O. 


Rialto Bldg., 


San Francisco, Calif. 














GEDAR POLES 


Northern 
White Cedar 


Western 
Red Cedar 


Plain or 
Butt Treated 


T. M. Partridge 
Lumber Company 








BLACK COVERS 


3” BLANK - $2.00 per 100 
3” Bile? = Cee 
3” Shier =; CO KS? 
4” BLANK a eee ee 
4” BUSHED - 2.60 “ “ 
4” SPI" - 330% * 


*Furnished with bolts. 
All prices F.0.B. Factory, Brooklyn, N. Y. 


Reben Electric Mfg. & Supply Co. 


32 Union Square New York City 

































a ‘. ee . aS 
o3 OEDAR EE: 
| ORTHERN WHITE 7 | 
WESTERN RED 
GUARANTEED GRADES 
24Hour Service. cB 

BUTT TREATING 
ANY SPECIFICATION 


Let Us Show YouHow 
To CashIn On BELL Poles 


SEND FOR BOOKLET CONTAINING» 
- “ALUABLE 












8 West 19th street, New York. 
“The enlargement of plant is a 
step in the right direction,” said 
Albert Fries, general manager, in an 
interview, “because we can now make 
prompt deliveries and keep the trade 
satisfied. Our move also is in con- 
templation of what we believe to be 


a healthy future outlook.” 
* & * 


T. H. Endicott Vice-president 
of Green Equipment Corp. 


The Green Equipment Corp., of 
Chicago, manufacturers of commuta- 
tor undercutting tools and commuta- 
tor stones and cements, announce the 
appointment of Thomas H. Endicott 
as vice-president and general mana- 





Thomas H. Endicott 


ger. Mr. Endicott is very well known 


| in industrial circles because of his 


former contact with the trade as sales 
engineer for the Crocker-Wheeler Co. 
and later as sales manager for the 
metal cutting department of the E. C. 
Atkins Co. Recently he organized a 
company to serve as engineering 
consultant to industrials, with head- 
quarters in Indianapolis. Mr. Endi- 
cott’s past engineering and sales ex- 


perience has admirably fitted him to. 


carry on the work. 
x * x 


New Knox Plant 

The Knox Porcelain Co., Inc., 
Knoxville, Tenn., has recently com- 
pleted and put into quantity produc- 
tion a very fine modern plant, espe- 
cially designed for volume manufac- 
ture of high quality standard and spe- 
cial electrical porcelain. 


and show rooms are still located at | 


Dongan Electric Manufacturing Co 
BELL RINGING & RADIO TRANSFORMERS 


+ A + 
i IvIICT 














MAKE EVERY CUS- 
TOMER A FRIEND | 


Recommend 







Soldering and Tinning Flux for ALL 
Metals 


Non-Explosive, Non-Corrosive 
Non- Poisonous 


A complete substitute for dangerous 
acids, commonly used as a Flux. Ruby 
Fluid is quick acting, anti-rusting and 
always ready for instant use. Ruby 
users include the foremost industries of 
the country. 


The Ruby Chemical Company 
69 McDowell St. Columbus, Ohio 

















YOUR TRADE IS ASKING FOR 
E B BINDING 
POSTS 


Y 


Corporal 
Lay in a stock of these live sellers. 
Sold through jobbers at attractive 
Write for bulletin 13. 


THE H. H. EBY MFG. CO., PHILA., PA 




















PHILLIPS WIRE COMPANY 


PAWTUCKET, R. I. 
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No. 60322 
Type we . ‘ed 
The standard Switch for 
Industrial Plants 





Possibilities For All 


Every switch should be a safety 
switch—possibilities are every- 


where for safety switch sales. 


Bradley hasn't a corner on the 
package idea. You too, can sell 
a safety switch as a packaged 


product to your contractors. 


TRUMBULL ELECTRIC 




















































From the May Issue 
of The _  Jobber’s 
Salesman. 


Salesmen 


Try it—talk Circle T Safety 
Switches to your trade. Talk 
them as standard packaged prod- 
ucts. 

Circle T Safety Switches are 
not technical devices. Bear that 
in mind when talking them. 
Watch your sales increase. Let 
us help you! 


MANUFACTURING CO. 


Plainville, Conn. 


New York ' Chicago 
114 Liberty St. 


2001 W. Pershing Rd. 


San Francisco 


Philadelphia 
595 Mission St. 


Boston 


THE INDUSTRIAL STANDARD FOR MORE THAN 20 YEARS 
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EVEREADY 
Aluminum 
Flashlight 
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EREADY & 


ASHLIGHT 
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FLASHLIGHTS 
& BATTERIES 
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“Introducing the New 


Aluminum 


EVEREADY 
FLASHLIGHT 


Complete, ready for use with two EVEREADY 
Unit Cell Batteries and EvereaDy Mazda Lamp 


+4 


. s 


Cents 


» i / . 
A masterpiece of quality, broad practical utility, and utmost 
economy. Here are six outstanding points/of merit: 


QUALITY: Of Eveready Standard, 
possessing the high-grade, practical 
elements of the flashlight that made 
the word, flashlight, part of our lan- 
guage, and the name, Eveready, signify 
the perfection of handy, portablelight. 
Same batteries, same electric lamp as 
in higherpriced Eveready Flashlights. 
SIMPLICITY: Minimum number of 
parts ina flashlight. Just 4 inall. 1 
aluminum case; 1 aluminum reflector 
head; 1 Eveready Mazda lamp; 1 
small piece of rubber. 
DURABILITY: A rugged flashlight. 
The sturdy aluminum case, and few- 
ness and simplicity of the parts safe- 
guard it against accidents. Nodelicate 
parts to break. Nothing to get out of 
order. 

CONVENIENCE: Light, slender, 
short, it fitscomfortably into a pocket, 
and slips easily in and out of it. 
Requires little space in automobile 
sail traveling bag or camping kit. 


é 
HANDY OPERATION: Just turn 
the head to turn the light on or off. 
No switch or button to press. A hole 
in the end prevents sticking or jam- 
ming of the batteries. 

ECONOMY: The rock-bottom price 
for a practical high-grade flashlight. 
Nothing compares with it. Think of 
it, complete, ready for use with Ever- 
eady Mazda lamp and 2 Unit Cell 
Batteries, 75c. In smaller size, 65 cents. 
Step in at once at the first Eveready 
delete and inspect the Eveready 
Aluminum Flashlight. 


NATIONAL CARBON COMPANY, Inc. 
» » 


There are 60,000 Eveready dealers 
trained to deliver Eveready Service 
with the sale of Eveready Flashlights 
and Eveready Unit Cell Batteries at 
electrical, hardware, drug, sporting 
goods, and general stores, garages and 
auto accessory shops. 





Mr. Salesman :— Again the National Carbon Company helps you increase your sales. The 
_ above advertisement will appear in attractive color as a full page in the Sept. 1 issue of The 
_ Saturday Evening Post, and elsewhere. Please turn now to the inside front cover of this’ 
_ Jobber’s Salesman and read our message to you. 


NATIONAL CARBON COMPANY, INC. 
Long Island City, N. Y. 


Atlanta Chicago Cleveland Ci 


San Francisco 
<o heey 





Why this New 


motor breathes 


Blow a puff of smoke toward one of the 
new type Robbins & Myers Motors. See 
it go swirling into the end head—then 
rush out and away through the 


frame openings. 


The motor breathes! Deteriora- 

tion is reduced and life lengthened. All 
by means of a principle that enables the 
motor to fan itself. This is motor ventila- 


tion in its perfected form. 


Equally advantageous are other features 
combined in the New Type ‘“L’”’ Poly- 
phase Motors. They have higher power 
factors; improved starting torque; bear- 
ings that are dust-proof; reversible ter- 
minal box with cover removable; size and 
weight are decreased with added rigidity 
and _ strength—all to obtain maximum 


economical service. 


To jobbers, the introduction of the new 
Type “L’’ Motors, is an opportunity for 


greater sales in the polyphase field. It 
will be to your advantage to write, today, 
for particulars covering this new line of 
motors embodying these remarkable engi- 
neering achievements. 


In addition, these New Type “L’’ Motors 
introduce an expansion of R & M manu- 
facturing and sales programs. Jobbers, 
now, are afforded an opportunity to sell 
acomplete line of R & M Motors. Call, 
or write us, for details. 


The Robbins & Myers Company 
Springfield, Ohio Brantford, Ont. 


New York, 30 Church St. Chicago, 1444 Conway Bldg. 

St. Louis, 1522 Chemical Bldg. San Francisco, 70! Rialto Bidg. 
Cleveland, 1239 W. Third St. Cincinnati, 9 E. Third St. 
Philadelphia, 1418 Walnut St. Buffalo, 827 Ellicott Sq. Bldg. 
Boston, 74 Pearl St. Charlotte, N. C., 217 Latonia Bldg. 


E | Robbins 


Motors 




















